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Hearst's Death 
Leaves Control 
in Family Hands 


New York, Aug. 15—Today the 
city’s flags fluttered at half mast 
for William Randolph Hearst, 88- 
year-old master of a communica- 
tions empire, who died yesterday 
in Los Angeles. 

And in the advertising business, 
the principal question was: What 
will happen to the empire now— 
the empire he forged tier on tier, 
the empire that almost toppled in 
the late '30s, the empire that he 
subsequently rebuilt. Who will ad- 
minister it? 

Most of the final answers were 
not yet available. They would have 
to wait until Mr. Hearst's will was 
probated. The estate was left in 
trust for his widow, Mrs. Millicent 


71ST BIRTHDAY—William Randolph Hearst was exactly 71 the day this picture 
was taken 17 years ago on a tennis court at his San Simeon, Cal., estate. His 
tennis mates that day were three of his five sons. From left: William Randolph Jr.; 


Business Still Gets 
Bargain in Ad Rates 


Costs-Per-1,000 Have Risen Only a Little 
Since 1939 for Most National Ad Media 


By Ropert Murray Jr. 

Compared with prewar days, advertising probably gives the business 
man more for his money today than anything else he buys. Inflation 
has hit advertising rates far less than other business costs. 

For the third time since World War II, ApvEeRTISING AGE has com- 
pleted an extensive study of advertising costs—and for the third time 
has found that advertisers are getting a terrific bargain no matter what 
media they use. 

In 1946 AA made a detailed study of advertising costs, finding that 
they had gone down, not up, since 1939. In 1948 another such study 


Mr. Hearst; John, and George. Mr. Hearst's two other sons—David and Randolph— 

and W. R. Jr. today are each publishers of newspapers. W. R. Jr. is head of the 

New York Journal-American; David is publisher of the Los Angeles Herald & Express, 

and Randolph is publisher of the San Francisco Call-Bulletin. All five ore trustees 
and executors of the Hearst estate. 


showed media were giving adver- 
Five-City Study tisers more for their money in 
Shows Agency Job 


previous years. 

Another extensive analysis now 
shows that the ad dollar goes al- 
most as far today in putting a sales 


Munsisn' Je, ‘Dowie, nonaeion, F GQLB Shuffle Returns Belding to 
Coast; Cone Directs N. Y., Chicago 


George and John—and charities. 

Some $6,000,000 in Hearst Corp. | 
stock was placed in trust for his| 
widow, plus $1,500,000 in cash for 
taxes; the five sons received pre- 
ferred stock in trust, yielding 
$150,000 a year total, plus 100 
shares of common stock—believed 
to be the controlling interest. 


s Significantly, the will directed 
the executors and trustees “not to 
part with the ownership or con- 
trol of any newspaper, magazine, 
feature service, news service, pho- 
tographic service or periodical, 
either directly or by sale or by ex- 
change of the capital stock ...un- 
less it shall, in their opinion, be 
necessary and prudent to do so.” 
Along with the five sons (of 
whom three are publishers, W. R. 
Jr.. New York Journal-American; 
David, Los Angeles Herald & Ex- 
press; Randolph, San Francisco 
(Continued on Page 61) 


Lawyer Made Chairman 
of Agency Board; General 
Foods Account to N. Y. 


New York, Aug. 17—In a crisp 
announcement to the thousand- 
odd members of the agency staff 
late yesterday, Don Belding and 
Fairfax M. Cone announced a 
major reorganization of Foote, 
Cone & Belding which: 

1. Brings a lawyer into the agen- 
cy as chairman of the board. 

2. Places Mr. Cone in direct 
supervision of New York and Chi- 
cago operations of the agency, and 
Mr. Belding in charge of West 
Coast and Texas offices. 

3. Moves the Krinkles, Post 
Toasties and Postum accounts of 


General Foods, heretofore handled 
in Chicago, to the New York office. 
4. Adds 11 members of the 
agency to the 
board of direc- 
tors, heretofore 
comprised of Mr. 
Belding, Mr. Cone 
and William R. 
Sachse, v.p. and 
treasurer. 

The new addi- 
tion to the agen- 
cy is Robert F. 
Carney, senior 
partner of the 
Chicago law firm 
of Carney, Crowell & Leibman, who 
has been chief legal counsel for the 
agency for nine years and has also 

(Continued on 
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Robert Carney 


| placement agencies 


- ’ ’ 
Openings ‘Spotty 
By Bruce BrRaDWAY 

Cuicaco, Aug. 16—Admen look- 
ing for new opportunities will find 
more positions open in New York 
and in other eastern and midwest- 
ern areas than they will in Chi- 
cago and along the West Coast, 
according to a five-city check by 
ADVERTISING AGE. 

As a sequel to AA’s story on the 
agency employment situation in 
New York in last week’s issue, 
staff writers checked with agen- 
cies, advertisers and personnel 
in Chicago, 
Detroit, Cleveland, Philadelphia 
and Los Angeles. 

In brief, experienced copy, con- 
tact, production and art personnel 
will find it relatively easy to make 
a move in New York, simple to 
make a new connection in Detroit, 
somewhat more difficult to locate 
in Philadelphia, no problem to 
find a Cleveland position, hard to 
make a connection in Chicago 
without spending a good bit of 

(Continued on Page 64) 


message before the buying public 
as it did back in the late ’30s. And 
what other component of business 
costs can make that claim? 

In this “facts and figures” study, 
AA has weighed increased rates 
against increased circulations. For 
example, it costs an advertiser 
more now to buy a magazine page, 
but the page is seen by more read- 
ers than in previous years. The 
cost-per-1,000 is up, but not near- 
ly as much as what people pay 
these days for food, machines, la- 
bor or almost anything else. 

As far as is possible, the broad 
outlines of the “advertiser’s bar- 
gain” are shown in chart form on 
Page 44. This tells how much gen- 
eral costs have gone up, how 
much more since 1939 other “com- 
ponents” of advertising have soar- 
ed, and the change in costs for 
each medium to put an ad message 
before the public. The figures on 
which the chart is based have come 
from various sources. For the most 
part they reflect changes from 


Page 40) 


(Continued on Page 44) 


Highlights of the Week’s News 


Job opportunities in the agency field seem better 
in New York than other big cities, unless you’re 
a secretary, in which case you can write your 
ee ere 


It wasn’t so long ago that the founder of Duane 
Jones Co. left the agency. Now he’s back in as 
chairman and president—charging several execs 
with jealousy and greed. ........ 

The “largest advertising program that ever backed 
a new automotive product” is claimed by Fram 
Corp. for its new radiator and water cleaner. 
And Exide has a new battery with an unknown 


long life .... eta 


The reporter’s life is getting easier. When Woman’s 
and price boosts, all 
questions and answers were supplied in ad- 
Aa Page 30 


Day announced rate 


vance 
Where does advertising originate? 


vertising Bureau says about one-third of ads 
Information Bureau 
ces eacell Page 37 


measured by Publishers’ 
come from New York ... 


A new organization, 


groups, plans a $5,000,000 advertising program 
to explain the dangers of communism to the 


oe SS eer 


There have been many rate increase announce- 
ments, but so far ad costs have risen far less 
than other costs since prewar days. How media 


speaking for 59 separate 


costs have changed in 11 years shown in chart 
form 
Remember No-To-Bac? Off the market for ten 
years, unadvertised for 20, it has made a great 
comeback since March ................ Page 55 
Toni Co. must think it isn’t getting enough com- 
petition. Now it’s bringing out Prom, a new 
type of home permanent .............. Page 61 
Estimates by NBC of TV set ownership indicate 
the gain has totaled 4,824,900 in the past nine 
ED Gas 6nd os th dbhdaaeuanceeeeauses Page 62 
Although it has a hard time proving that the over- 
seas information program is “selling,” State De- 
partment has quite a few research projects go- 
ing that indicate the program is doing much 
good 


eae Page 8 
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Last Minute News Flashes 


Add Duane Jones Shakeup: Don Gill Resigns 


New York, Aug. 17—Don Gill told AA this afternoon that he has 
resigned as v. p. of the Duane Jones Co. “effective Aug. 6”) and as an 
employe “to be effective not later than Aug. 31.” He will announce 
future plans shortly. Mr. Gill, although named by Mr. Jones as being 
one of those who had served an ultimatum on him to sell, had not 
been listed by the agency head among five executives “fired” (see 
story on Page 8). 


Senate Unit Votes Big Cut in ‘Voice’ Budget 

WasHIncTon, Aug. 17—A Senate appropriations subcommittee voted 
7-6 today to cut $61,000,000 from the budget request for State De- 
partment’s international information program. The action would give 
the program $54,000,000 compared with $115,000,000 sought by Presi- 
dent Truman, and $85,000,000 voted by the House. The Senate subcom- 
mittee action is subject to review by the full committee before coming 
to the Senate for debate. 


Allstate Insurance to Christiansen 


Cuicaco, Aug. 17—Allstate Insurance Co., automobile insurance sub- 
sidiary of Sears, Roebuck & Co., has placed its account with Christian- 
sen Advertising Agency, Chicago, effective immediately. Goodkind, 
Joice & Morgan formerly handled the account. 


Schine Hotels National Account Goes to Hilton 


New York, Aug. 17—Hilton & Riggio has been named to handle 
national advertising for Schine Hotels Co., succeeding MacManus, John 
& Adams, Detroit, which resigned the account. Swafford & Co., Los 
Angeles, will do local advertising for the Ambassador Hotel there. Jo- 
seph Norman Kaplan Associates, Miami, as previously reported, will 
handle local advertising on Schine hotels in Florida. 

(Additional News Flashes on Page 65) 
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Companion’ to Give ' For example,” he said, “an ad- 


Continuity Discount 


New York, Aug. 14—Woman’s 
Home Companion, which will raise 
its rates by 6% next February, 
foresees the probability of another 
increase by this time next year. 

To soften the blow, however, 
the magazine has announced a 
schedule of continuity discounts 
effective with the August, 1952, 
The discounts will be ap- 
plicable to rates in effect at that 
time. 


issue 


The discounts: 7% off for 12 or 
more insertions within any 12- 
month period, beginning with the 
first ad; 3% off for six or more 
insertions in any 12-month period, 
beginning with the first ad. 

E. P. Seymour, v. p. and adver- 
tising director of Crowell-Collier 
Publishing Co., explained that in- 
sertions appearing in the February 
to July, 1952, issues of Companion 
will be counted in earning the dis- 
counts beginning next August. 


vertiser using 12 insertions within 
the period of the February, 1952, 
issue on through the January, 1953, 
issue will earn the 12-time dis- 
count rate of 7% for the insertions 
appearing in August, 1952, through 
January, 1953.” 

Mr. Seymour said that while it 
was uncertain what ad rates will 
be in effect next August, “the in- 
dications are that rising costs, 
which face us in the early future, 
will necessitate an increase.” 


The Companion announced in 
June that, effective with the Feb- 
ruary, 1952, issue, its b&w page 


rate would go from $10,850 to $11,- 
500 and its four-color rate from 
$14,500 to $15,375 


Nappe-Smith to Freund 

Nappe-Smith Co., Farmingdale, 
N. J., manufacturer of Thermo- 
Keep bags and outdoor furniture 
cushions, has appointed Morton 
Freund Advertising Agency, New 
York, to handle its advertising. 
Keilson Co. formerly had the ac- 
count, 


Benton Offers 
Modified Radio, 
TV Advisory Plan 


WASHINGTON, Aug. 15—Sen. 
William Benton (D., Conn.) today 
introduced a modified version of | 
his plan to set up an advisory 
board to issue an annual “critique” 
of radio and TV programming. 

Differing only in detail from the | 
original plan offered last May | 
(AA, June 4), the new bill at- 
tempts to eliminate any conflict 
between the advisory board and 
the Federal Communications Com- 
mission. 

In its present form, the plan 
calls for a board of 11 “outstanding 
citizens” who would meet at least 
four times each year, and issue an 
annual report on programming. 

In addition to Sen. Benton, it is 


S There’s a Sales Manager’s 
Dream in Sales 
Management’ 


“High-Spot” 


aginaw! 


those of 


Another Booth Market gets Sales 
Management's “high-spot” rating! 


Saginaw's 1951 building volume is 
running 100% over last year. . 
last year’s total was at an all-time 
high. Retail sales are likewise topping 


For further facts, call— i 


“Sagina 


. and 


1950, which set a yearly 


record at almost 174 million dollars! 


The Booth-published Saginaw News 
is your entree to a great Michigan 
Market. Don't forget . 
select your market with newspapers. 
Select a Booth Market and you get 
a great market and a great paper! 


. you can 


43,347 daily net paid 


A. H. Kuch, 

110 E. 42nd Street, 
New York 17, New York, 
Murray Hill 6-7232 


w News 


one of 8 Booth Michigan newspapers 


The John E. Lutz Co., 
435 N. Michigan Avenue, 
Chicago 11, Illinois, 
Superior 7-4680 


sponsored by Sen. Leverett Salton- 
stall (R., Mass.), Sen. John Bricker 
(R., O.) and Sen. Lester Hunt (R., 
Wyo.). FCC Chairman Wayne Coy 
is also reported to favor the idea. 


s Sen. Benton described the board 
as “a listeners’ and _ viewers’ 
lobby.” On the floor today, he 
argued “over the next year or two, 
the basic pattern of TV will be set 
for decades to come.” 

He contended Congress must de- 
cide whether TV will become “an 
avenue to popular enlightenment, 
or an Atlantic City boardwalk.” 
Because it is a licensing agency, 
he said FCC is not the proper 
group “to seek out, or to help 
marshall or crystalize public opin- 
ion.” 

“During its existence,” he said, 
“FCC has brought out only one 
general critique of broadcasting, 
the famed ‘Blue Book’ of 1946, 
which, though it was mild enough, 
stirred up great controversy. 


ea “Some argued that the ‘Blue 
Book’ was a step which would 
lead ultimately to the censorship 
and control by a government agen- 
cy of the substance of what is 
broadcast in the U. S. 

“Nobody wants censorship in 
the U. S.—including the FCC— 
but the charges, though they were 
denied, illustrate the problems of 
a government regulatory agency 
whose duties infringe in any way 
on the field of information. 

“Because it would be advisory 
only, the proposed citizens’ ad- 
visory board would not be subject 
to the charge of censorship. Yet 
its potency could not be underesti- 
mated. 


e “The broadcasting industry, for 
all the fact that it has no radio 
and TV consumers’ lobby to con- 
tend with in Washington, and has 
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the field to itself, cannot and will 
not be insensitive either to praise 
or constructive criticism over the 
long pull, and to the force of artic- 
ulate public opinion.” 

Sen. Benton announced that he 
has dropped demands for a six- 
month extension of the TV freeze 
to permit educators to map TV 
plans. 

Noting that no new stations can 
possibly be on the air before Labor 
Day, 1952, he said further exten- 
sion of the freeze would create the 


risk that unserved areas would 
have to wait until 1953. 
The advisory board plan has 


been referred to the Senate inter- 
state commerce committee. 


Lane, Sturdivant Head 
New Atlanta TV Outlet 


William T. Lane, who recently 
resigned as partner and v.p. of 
Station WAGE, Syracuse (AA, 
Aug. 13), has been named v. p. 
and general manager of the new 


Atlanta station to operate on 
Channel 8 about Oct. 1. Arch 
Ragan, formerly with Station 
WAGA-TYV, has been named sales 
manager. 

The new station is owned by 
Broadcasting Inc., a corporation 


formed to purchase the channel 
facility from Atlanta Newspapers 
Inc. (AA, Aug. 13). President of 
the group—composed of 17 At- 
lanta business men—is Walter C. 
Sturdivant of Atlanta, who is also 
president of Montgomery Mills, 
Summerville, Ga. 


Opens West Coast Office 


Traffic Service Corp., publisher 
of Traffic World, Transportation 
Supply News and other transporta- 
tion business papers, has opened a 
new office at 821 Market St., San 
Francisco. Charles B. Clark, for- 
mer eastern ad manager of Traf- 
fic World and recently appointed 
a v.p. of the company, has been 
named to head the new office. 


th LARGEST 


Retail Sales Market 


In Illinois . . . 


$130,849,800* 


Be MARKET-WISE . . . Buy MARKET SIZE! 


Don't let the magical ‘50,000 population"’ limit stop you 
from reaching over 130,000 consumers in the Pantagraph 
Market, one of Central Illinois’ richest. Pantagraph readers 


bought from one-third to one-half more than the readers in 


four Illinois markets with over 50,000 population. 


Put These Facts On Your Media Scoreboard: 


% The Pantagraph has the second largest circulation 
among 74 evening newspapers in Illinois.* 


% The Pantagraph Market is the 2nd largest in “down- 
state” Illinois covered by one newspaper.* 


*Copyright 1950. Sales Management Survey of Buying Power; fur- 
ther reproduction not licensed. Chicago excluded in all comparisons. 


You're Market-Wise when 
you advertise in... 


Dre 


7Pe@pln 


'S Home Newsoape: Since leq 


Represented by Gilman, Nicoll & Rutnman 
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The News, but I cannot resist telling you of 
the success of the Sleepy-Bye ads.. 


... Writes Ben Duffy, president of BBDO. It was darn 
nice of him to write! For thirty years, man and boy, 
Mr. Duffy has probably put The News on as many 
schedules as anybody in the agency business. 

Sleepy-Bye is a flannelette over-sleeper (sleeping bag 
to you) for babies, zippered, Sanforized, comfortable. 
convenient, warm, safe—$2.98 per each. It started in four 
colors and two sizes, L and S. 

When Sleepy-Bye made its New York debut, Stern’s 
gave it a big welcome with a full page in the Sunday News, 
Metropolitan Edition, with 2,000,000 circulation. 


More than 7000 Sleepy-Byes !... were sold by 


Stern’s promotion in The News...And other New York 


New York News 


DAILY. . more than 2.225.000 
SUNDAY more than 4,000,000 


Ben Dut & Sleepy-Bye! 


“Lam not in the promotion department of 


stores did so well with Sleepy-Bye that the maker, 
Modella Manufacturing Co., added two intermediate 
sizes and seersucker models for summer! 

Its initial suecess in New York, plus a liberal mark-up, 
helped Sleepy-Bye get fast distribution. Soon better 


dressed babies everywhere will sleep in Sleepy-Byes! 


rT 
\ HiLE The News gets its readers relatively young, the 

response to Sleepy-Bye advertising was not from babies, 
but parents. There are a lot of parents with babies in the 
New York market, and The News reaches most of them. 
And the Sunday News. all editions, with more than 
4,000,000 circulation, reaches parents with and without 
babies all over the country! 

Even if your product is not for parents or babies, 
there is still no faster and cheaper way to find customers — 
or outlets—than The News. Like to hear about some 


of our other successful advertisers ? 
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Television Will Continue to Carry 
Sports—New Arrangements Completed 


New York, Aug. 16—The future 


of the cauliflower ear boys on 
television seemed dubious this 
week, but gridiron fans seemed 


well provided for. 

The best fight of the summer— 
the Sugar Ray Robinson-Randy 
Turpin re-match Sept. 12—will go 
into theaters, and it seemed clear 
that future matches would have 
theaters bidding for them. 

On the gridiron front, however, 
NBC and Westinghouse were all 
set to go ahead with their TV cov- 
erage of football games, starting 
on Sept. 22 (through Ketchum, 
MacLeod & Grove). No one knew 


definitely which games would be 
covered, or which games would be 
blacked out. The uncertainty over 
Army’s football future was also 
a factor. 


e DuMont had 63 _ professional 
football games scheduled, with at 
least four sponsors lined up and 
more to come; DuMont planned to 
start its football season with the 
All-Star vs. Cleveland Browns 
game Aug. 17. 

CBS had its color telecasts ready | 
to go (it plans a private showing | 
of baseball next week) and was 
said to have nine sponsors ready | 


we point with pride to those TV traslers 

i featuring Milton BERLE, Eddie CANTOR, 
| Bob HOPE, Ed WYNN which we made 
is 

I 

| 


ee 


to support the football schedule. 

In radio, Mutual was set with a 
“Game of the Week,” to begin 
Sept. 22. It will be arranged—and 
sold—cooperatively, so that the 
number of stations or sponsors is 
not yet known. Buffalo, Miami, 
Minneapolis and Washington al- 
ready had signed up, presumably 
with the time sold, today—just two 
days after the stations were noti- 
fied of the arrangement, and some 
eight other cities have already sig- 
nified their intention to carry the 
broadcasts. 


e Mutual is carrying the broadcast 
of the All Star-Browns game and, 
of course, Mutual has the World 
Series. 

The post-game spot was selling, 
too. CBS, starting Sept. 29, will 
have Ted Husing handling a sports 
roundup on Saturdays, sponsored 
by Dr. Pepper (through Ruthrauff 
& Ryan) on a regional network, 
with the number of stations not 


Tide Water Associated Oil Co. 
will begin sponsorship of Pacific 


Coast conference games over the 
western network of NBC Sept. 22. 
As many as three games will be 
broadcast each Saturday, beamed 
at the areas where interest in each 
game is greatest. Buchanan & Co. 
is the agency. 

And fight fans could take some 
comfort from the fact that Gen- 
eral Cigar Co. had agreed to 
sponsor a 15-minute sports inter- 
view show on CBS-TV following 
the Pabst fights, starting Aug. 22. 

Pabst gets the Maxim-Murphy 
light heavyweight championship 
bout, as well as the Gavilan-Gra- 
ham go later. 


Films Inc. to Price Agency 
Films Inc., Chicago, recently ac- 
quired subsidiary of Encyclopedia 
Britannica Films, has appointed 
Price, Robinson & Frank, which is 
also Britannica Film's agency. 


Flom Joins Marvin Gordon 


Sid M. Flom, formerly produc- 
tion chief of Kalamazoo Vegetable 
Parchment Co., has been named to 
a similar post with Marvin Gordon 
& Associates, Chicago agency. 


the 


PRESS 


was used by 95 out of 


every 100 daily 


general grocery advertisers 


General grocery advertisers can 


know this market thoroughly. Our 


current, factual studies scientifically 


report on consumer preferences 


with respect to brand and outlet— 
who your customers are, what 
they buy, when they buy, where 
and how much they buy. 


\\D) every advertising retail 
grocer used the Press 


Cleveland is the nation’s most compact big mar- 


ket and one of 


the richest. 


insuring exceptional coverage. 


mo ce eam ac 


Here is an “open- 
door” market for product introduction, with Press 
research facilities providing an accurate measure- 
ment of results. Both retail and general grocery 
advertisers readily recognize the profit advan- 
tages in the low cost use of one daily newspaper, 
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Postal Rate Bill 
May Be Enacted 
Before Oct. 1 


WaAsHINGTON, Aug. 17—Adoption 
of postal rate increases at the pres- 
ent session of Congress still seems 
probable, despite the fact that time 
is running out. 

Determined to adjourn by Oct. 
1 if possible, the Senate’s major- 
ity leader, Sen. Ernest McFarland 
(D., N. M.), has labeled the rate 
increase a “secondary” item, 
which might have to go over until 
next year. 

But other sources express a be- 
lief that senators may decide to 
sandwich in the rate bill in order 
to clear the way for a pay boost 
for postal workers. 

The situation is further confused 
by the lack of progress in the 
House, where a rate bill has 
marked time on the calendar for 
several weeks. 

With the House heading for a 
wo-week vacation, reliable sources 
say at least another month will 
pass before the rate bill reaches 
a vote. 


e Final outcome may depend in 
part on the strategy adopted by 
Senate leaders, for in the event 
the Senate decides to let the House 
act first, the legislative clock might 
run out before agreement is 
reached on a bill. 

The decisive factor may be the 
unusual situation in regard to 
parcel post. Under a recent deci- 
sion of the Interstate Commerce 
Commission, a sharp increase in 
parcel post rates takes effect Oct. 1. 

But Senate committee members 
included in the final version of 
their $363,000,000 rate bill Tues- 
day a provision cancelling the ICC 
action, and substituting a parcel 
post schedule considerably more 
to the liking of small mail order 
houses. 

Several committee members, in- 
cluding Olin D. Johnston 
(D., S. C.), are strongly against 
the kind of parcel post increase 
now scheduled to go into effect. 


@ In the event that a bill is pushed 
through by October the parcel post 
increase would be postponed. All 
the new rates would be effective 
at one time, probably Jan. 1. 

In any event, failure te pass this 
year might not mean more than a 
three-month delay, as the postal 
bills would remain on the calendar 
and would undoubtedly be one of 
the first items of business when 
Congress returns in January. 

Rate legislation has attracted 
widespread interest this year as 
a result of the dramatic action of 
the Senate post office committee 
in proposing a 4¢ rate for the first 
ounce of letter mail. 


@ Long opposed by the depart- 
ment, the first class increase was 
added by the committee as the 
only possible way of raising a sub- 
stantial sum of revenue. In addi- 
tion, the committee approved a 
2¢ rate on postcards, 8¢ airmail 
and 5¢ airmail postcards. Aseries of 
three annual 10% increases in sec- 
ond class, and an increase of third 
class, initially to 1%¢ and then to 
114¢, also were approved. 

The House bill includes the 2¢ 
postcard, three annual 20% in- 
creases in second class, and the 
two-step increase of third class to 
142¢. House members are expected 
to pare down the second class in- 
crease, probably to three annual 
10% increases. 


Kennedy Joins Hensley Co. 

W. J. Kennedy has resigned as 
ad manager of U. S. Gypsum Co. 
to accept the post of v.p. of Hens- 
ley Co., Chicago direct mail con- 
cern. 
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Increased leadership 
in retail advertising! 


VOLUME OF RETAIL ADVERTISING LINAGE PRINTED BY THE CHICAGO TRIBUNE AND INCREASE IN 
LEAD OF THE TRIBUNE OVER THE NEXT CHICAGO NEWSPAPER SINCE THE END OF WORLD WAR II 
First 6 months, 1946 and 1951 


3,306,184 
TRIBUNE LEAD OVER ; 
NEXT CHICAGO PAPER 


TRIBUNE TOTAL 
RETAIL VOLUME 


7,114,948 lines 


NEXT CHICAGO PAPER 


5,151,769 
TRIBUNE LEAD OVER , 


TRIBUNE TOTAL 
RETAIL VOLUME 


11,148,126 lines 


1946 


1951 


A SHOWN by the chart, retailers make plain their con- 
viction that the Tribune is the Chicago newspaper 
from which they get best results. Since the end of World 
War II they have turned increasingly to the Tribune to 
take advantage of sales opportunities in Chicago. 


During the first six months of 1946 they placed 7,114,948 
lines of advertising in the Chicago Tribune. This was 
3,306,184 more lines of advertising than they placed in 
any other Chicago newspaper. 


During the first six months of 1951, they stepped up 
their use of Tribune space to 11,148,126 lines. This was 
5,151,769 more lines than they used in any other Chicago 
newspaper. 


The Tribune’s gain in retail advertising in the first 
six months of 1951 over the first six months of 1946 was 
4,033,178 lines or 56.6%. 

In giving the Tribune a gain in volume practically 
twice the gain they gave to any other Chicago newspaper, 


eal 


retailers increased the Tribune’s share of the total retail 
advertising volume in Chicago newspapers from 33.9°% 
in the first half of 1946 to 42.2% in the 1951 period. 
In the light of this record, it may profit you to con- 
sider these two questions: 
1. Is your advertising budget adequate to your oppor- 
tunities in the multi-billion dollar Chicago market? 
2. Are you utilizing your budget to take maximum 
advantage of the exceptional sales power of the 
Chicago Tribune? 


A Tribune representative will welcome an opportunity 
to work with you in drawing up a schedule of adver- 
tising designed to achieve your objectives in Chicago. 
Call him today. 


Crcaco TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 
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‘High Fidelity’ for Audiophiles Announced 


New York, Aug. I14—A new 
magazine for audiophiles (as the 
publisher calls people who are ad- 
dicted to faithful sound reproduc- 
tion) bowed this month. 

The new quarterly, High Fideli- 
ty, began with an initial issue of 
80 pages and a circulation guaran- 
of 20,000 built by a mail or- 
ad campaign which paid off 


tee 
der 


‘hatognaphy Rep 


OrlinF 


Aments covered trom coast to coast tor 
a editorial and research purposes. 


Write for booklet 
kes servic 


38 PARK PLACE NEWARK 2 ou 


as it progressed. 

The publisher is Milton B. 
Sleeper, Great Barrington, Mass., 
who also publishes Radio Com- 
munications and the FM & Radio 
Engineer’s Handbook. 

The new quarterly will be edited 
for the home listener, and will pay 
as much attention to attractive in- 
stallations as to technical advances. 
It will be issued Feb. 1, April 15, 
Sept. 15 and Nov. 15. Its page rate, 
one time, b&w, is $360. 


Literature. Radio and TV spots may 


Advertisements for the new 
magazine appeared (through) 
Arthur M. Gasman) in Atlantic) 
Monthly, House Beautiful, New 
York Times Magazine, The New 
Yorker and Saturday Review of 


be used. A business paper cam- 
paign (Radio-TV News has al- 
ready been used, as has Audio En- 
gineering) to build advertising and 
readership in the radio equipment 
field is planned. 


WENR-TV Boosts its Rates 

Station WENR-TV, Chicago, on 
Sept. 1 will increase its Class A 
hour rate from $1,300 to $1,500 or 
23% —not 67% as indicated in AA 
Aug. 13. The ABC owned-and-op- 
erated station also will increase 
its one-minute spot rate from $250 
to $300 or 20°—not 100% as re- 
ported. 


Sheerr Names Lee Lichtblau 
Sheerr Bros. & Co., New York 

producer of interfacings, has ap- 

pointed Lee Lichtblau general sales 


| manager of its women’s division. 


FTC Charges Bakery 
Promotion Plan Is 
False, Misleading 


WASHINGTON, Aug. 15—The Fed- 
eral Trade Commission charged 
today that bakers are being of- 
fered a sales promotion scheme 
hinged on a “blue ribbon” and oth- 
er prizes, which are awarded on 
the basis of “wholly meaningless 
tests.” 

FTC contended that the plan, 
developed by American Business 
Counselors Inc., Los Angeles, is 
deceptive advertising and unfair 
competition. 

According to the commission, 
the prizes are purportedly awarded 
by the Independent Bakers Coun- 


“They spend the most 


where the most is spent” 


“7 | may say so, sir, the Yankee pot roast is very nice.” 


~ Yorker Magazine, Inc 


Over 82% of THE NEW yorkeER’s circulation is concentrated in the 41 city-trading areas 


Where most of the country’s fine hotels, restaurants and night spots are located. Readers 


of THE NEW YORKER are among the favorite patrons of the best dispensers of food and 


drink in these affluent areas... one reason why 
tHE NEW YORKER Carries more fine hotel and 
resort advertising than any other magazine. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 
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cil of America, but that the coun- 
cil is merely a trade name used 
by American Business Counselors, 
and its president, William Donald 
Dunkle. 


@ While FTC conceded that breads 
are tested by an _ independent 
laboratory, it contended that the 
tests “do not constitute a basis for 
any award 

“The bread tested does not show 
that degree of excellence as to 
the six points listed in the various 
advertising media, which would 
justify any prizes or blue ribbon 
as the finest or one of the finest 
white breads in the U. S.” 

FTC said bakers are given cer- 
tificates of membership in the In- 
dependent Bakers Council of 
America, blue ribbons, form let- 
ters, suggested newspaper pub- 
licity, radio continuities and other 
material to exploit the so-called 
prize awards. 


a “Instead of being the result of 
competitive tests conducted by im- 
partial experts,” FTC said, “the 
awards actually constitute merely 
a scheme to increase the sale of 
bread.” 

FTC said American Business 
Counselors professes to be a na- 
tional trade association of whole- 
sale bakers, but that its “midwest- 
ern office” in Chicago and its 
“eastern office” in New York are 
merely addresses of commercial 
mail and telephone services. 

“References to American Bakers 
Council and Independent Bakers 
Council as ‘divisions’ of American 
Business Counselors are other 
devices to further the erroneous 
impression that the business is a 
large and substantial organization 
consisting of a number of inde- 
pendent divisions,” FTC charged 


e FTC agreed that the plan builds 
sales. However, it insisted this is 
due to the fact that “the purchas- 
ing public accepts, true, the 
false and misleading representa- 
tions as to prize awards.” 

FTC did not indicate how many 
bakers went along. 


as 


Mohawk Promotes Buck 


Morden R. Buck, formerly 
sistant sales manager on the Paci- 
fic Coast for Mohawk Carpet Mills, 
Amsterdam, N. Y., has been ap- 
pointed manager of advertising, 
sales promotion and public rela- 
tions. He succeeds Howard P. Hil- 
dreth, resigned. Mr. Buck has been 
with Mohawk since 1945. 


as- 


Highfield Joins MacGruder 

Otto Highfield, formerly with 
Kistler Stationery Co., has been 
named production manager of 
MacGruder-Blakewell & Kostka, 
Denver agency 


ConsoLiDATED 


TAKES THE PULSE of the 


nation’s news. The beat means 
little the count means much! 
We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
«sons and establishments whose 
names are a Blue Book of Who 
and What. Let us serve YOU 


CONSOLIDATED 


43) SOUTH DEARBORN 


PRESS 
CLIPPING BUREAUS 


STREET, DEPT.15 
CHICAGO 5S. ILLINOIS 
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Bes, 


This is Toledo 


Yes. Mr. Lachner 


We agree with you on 
newspaper cooperation— 
and we practice what we preach. 


(Marshall Lachner, General Sales Manager of the Grocery Division, Colgate-Palmolive- 
Peet, expressed his views on newspaper cooperation to the NAEA Convention in Denver 
as reported in the Advertising Age article reproduced below. The marginal notes on 
his 6 suggestions are ours.) 


The Blade-Times has been doing this for the past 3 
years. 


The Blade-Times does. 
The Blade-Times does. 


The Blade-Times does this with district and local 
representatives. 


The Blade-Times does this with practically all repre- 
sentatives of grocery store items, and also does an 
effective job of obtaining, through our retail adver- 
tising department, tie-in advertising for the cam- 
paigns running in our paper. 


When the advertiser's salesmen give us a list of the 
stores with which agreements have been made, The 
Blade-Times follows through to see that agreements 
are kept. 


In short, Mr. Lachner, we agree enthusiastically with your ideas as to the kind of co- 
operation a newspaper should provide to give the greatest support to advertising in 
a local market. And you can count on always getting our best effort. 


TOLEDO BLADE-TIMES 


Represented by Moloney, Regan & Schmitt, Inc. 
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MRS. NORMAN B. BLACK 

Farco, N. D., Aug. 17—Mrs. Nor- 
man B. Black, president of Ferum 
Publishing Co., publisher of the 
Fargo Forum, died yesterday at the 
age of 81 

Mrs. Black became president of 
the company in 1931 following the 
death of her husband 


Webster Shows Color Unit 

Webster-Chicago Corp. on 
Thursday in Chicago demonstra- 
ted an auxiliary color TV unit for 
attachment to b&w sets. A closed- 
channel program was picked up at 
the Edgewater Beach Hotel from 
the company plant. Moderate pro- 
juction by Oct. 1 is planned, but 
prices have not yet been set. The 
init provides a 12%” picture. 


COLOR PRINTS 


1 to 5000 
From your artwork or transparencies 
* Rabbit Color Prints 
* Rainbow Prints, REDEX 
« Peacock Color Prints 


Thomas 8. Noble Associates 
270 Park Avenue, New York 17 
Telephone MU 8-009! 


Duane Jones Comes Back to His Agency 
and Heads Roll; Four Men Named V. P.s 


New York, Aug. 16—Duane 
Jones Co.—which seems to be 
competing with Leo Durocher’s 


Giants as far as lineup changes go 
another 


~—is undergoing 
revision. And the 
batting order 
doesn’t seem to 
be fully settled 
yet. 

Duane Jones, 
who resigned as 
chairman of the 
board little more } A 
than a month ago 
“in the best in- 
terest of all con- 
cerned,” has now 
broken back into 
the lead-off spot in the lineup. 

“By request of the agency’s cli- 
ents,” Mr. Jones has been elected 
chairman of the board and pres- 
ident. 


Duane Jones 


es “It was felt,” a spokesman for 


roster | 
|agency] to direct ad policies and 


Mr. Jones stated in a news re- 
lease, “that inflationary trends, the 
changing tax structure and other 
market factors made it advisable 
for Mr. Jones to [return to the 


techniques that placed major cli- 
ents of the agency at the head of 
the sales parade in their respec- 
tive fields.” This development saw 
Robert Hayes, who supervised a 
corporate reorganization of the 
agency following Mr. Jones’ with- 
drawal in July (AA, July 9 and 
July 16), deposed as president. Not 
only was Mr. Hayes deposed; he 
was discharged as an employe. 

(In reporting the reorganization 
of the agency under then president 
Hayes, AA said that the latter 
“denied reports that a triumvirate 
consisting of himself, Joseph 
Scheideler and Paul Werner, ac- 
count executives and v.p.s, would 
be running the company.”) 

Also fired along with Mr. Hayes 


were Lawrence Hubbard, v.p. and 
research director; Robert Hughes, 
copy chief, and Joseph Beck and 
Phillip Brooks, assistant account 
executives. 


e “Their discharges came,” said 
Mr. Jones, “as the sequel to an 
ultimatum served without warn- 
ing on me to sell the agency at an 
absurdly low price, on the eve of 
my proposed trip to Europe, then 
being planned under government 
auspices. 

“This ultimatum, made by a 
group of the agency's most trusted 
officers and employes, who threat- 
ened to resign unless it was carried 
out, demanded,” Mr. Jones said, 
“that I sell them my business on 
their terms within 48 hours ‘or 
else’.” 

Mr. Jones included among this 
group: Mr. Hayes; Paul Werner, 
v.p. and director; Joseph Scheide- 
ler, v.p. and director; Don Gill, 
v.p.; Lawrence Hubbard; Robert 
Hughes; and Phillip Brooks and 
Joseph Beck. 

Asked about the discrepancy in 


in newspapers... with Reilly Plastictypes 


You'll sell the sparkling gleam of teeth brushed 
sweet and clean when your product is toothpaste 
... your newspaper plates, Reilly Plastictypes.® 
® Yes, whatever the merchandise, you'll do it 
full newspaper justice with a Reilly reproduction. 
You'll give it sharp outlines, detailed definition, 
sparkling clarity—in short, everything that serves 
your selling purpose best. 

© What makes a Reilly Plastictype better? Exclu- 
sive Vinylite molding for greater tonal value... 


re 


oa a 


Sif 


Creators of Better Plates 25 
for Better. Printing 9" 5 


unique Reilly Duramatrix for full depth retention. 
Routing depth guaranteed at 55 thousandths of 
an inch... the greater experience and skill of 
teams of Reilly specialists on every step in pro- 


duction. 


® Who says Reilly Plastictypes are better? Over 
350 national newspaper advertisers who use over 
one million of them a year, and your experience- 
seasoned Reilly representative. Ask to see the proof 
in his tearsheets or use the handy coupon below. 


REILLY PLASTICTYPES 


308 CAST. 65th STREET NEW WORK AT, LY, 
‘5, RMI OaROe Oe 


AA 
Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 
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the number of those fired and the 
number of people he alleged were 
involved in the ultimatum served 
on him, Mr. Jones said, “other 
changes are in prospect and they 
will be announced as rapidly as 
they are made.” 


announced a new 
agency board including Philip 
Genthner and Eugene Hulshizer, 
previously account executives; 
Gerry Martin, director of TV, and 
Lawrence J. Leamon. The latter 
also retains the title of treasurer, 
while Mr. Hulshizer continues also 
as secretary. The old board in- 
cluded Mr. Scheideler, Paul Wer- 
ner, Robert Hughes and Donald 
Gill, all v.p.s. 

Mr. Jones said he expects not 


e Mr. Jones 


' only to retain all 17 of the agency's 


accounts but to add more soon. 

The agency founder, discussing 
the ultimatum served on him, de- 
clared it came “about a week” 
after his decision to make a trip to 
Europe. He characterized the ac- 
tion as growing out of “jealousy 
and greed.” 

Mr. Jones told AA that he had 
“heard some amazing rumors about 
myself,” and went on to say that 
the agency’s major clients had 
asked him to come back 


e He explained that his July resig- 
nation was tendered following 30 
years in the business and that he 
wished “to give somebody else a 
chance.” He said that the clients 
“accepted” his action and that 
they were interested in his planned 
trip to Europe on an international 
advertising survey. That trip, of 
course, was never made. 

Mr. Jones said that he left his 
money in the agency, when he left 
in July, as well as his name on 
the front door. While he wasn’t 
sure then that he wanted to re- 
turn to the agency at any time, he 
said, “I have rolled up my sleeves 
and come back to work.” 


e A source close to Mr. Jones told 
AA that, in connection with the 
latter’s resignation, “there was no 
truth in the rumors that the cli- 
}ents didn’t want Mr. Jones any 
| longer.” The source said the fact 
was that the clients “regarded Mr. 
Jones as the captain of the team.” 


HAYES ANSWERS JONES 
New York, Aug. 17—In a state- 
ment to ADVERTISING AGE, Robert 
Hayes, discharged president of 
Duane Jones Co., denied “much of 
the charges and innuendos” con- 
tained in the statement issued 
earlier today by Duane Jones 
Mr. Hayes, who said he spoke 
for himself and for several of the 
men who have long been associa- 
ted with the company, declared: 
“We do not think it good for any- 
one, or for advertising in general, 
to wash our linen in public 
“Accordingly,” he continued, 
“suffice it to say we are confident 
that if any impartial people would 
review all the facts they would be 
convinced that we have at all 
times acted in a most ethical and 
honorable fashion and notwith- 
standing unsurmountable prob- 
lems not of our own making 
“We have at all times done 


everything we could for the best 
interests of the Duane Jones Co. 
and its clients.” 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 
papers in Minnesota, Wisconsin, 
lowa, North and South Dakota, 
Montana and Nebraska. We can 
give you complete coverage on 
ANY SUBJECT, news or advertis- 
tng. Write for details. 


Western Press Clipping Exchange 
Established 1900 
1022 Lumber Exch. Bidg., Minneapelis, Minn. 
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the IG 
FISHERMAN 


in the tar West 


. > 7 : \ : ' ' 
One“net-NBE€ Pacific Coast Network 
-catches more customers for less money 


than any other advertising medium 
your dollars can buy! 


Like a trout stream in spring — 
the three Pacific Coast states of 
Washington, Oregon and California 

are alive with customers. 
14,486,527 people — 48.7% more than 
in 1940—now live, work and play in this 
great buying area. And by telling your 
story on NBC Pacific Coast Network, 
you reach up to 83.5% of all radio homes! 
/ No other medium enables you to reach so many 
people for the money spent! No other medium 
gives you such mass saturation of this market! 
Choice time is available on NBC Pacific Coast Network. 
Cost per 1000 is down 22% for nighttime compared with 
1944 ...daytime is down 39%* For complete details, 
consult your nearest NBC Sales Office today. 


*NBC rates were reduced 10% on July 1, 1951—now a better than ever buy! 
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WE want to buy a new car 


(A 150 horsepower appeal to motor vehicle 
advertisers who like to count money) 


THAT KING-SIZED CLUTTER of sporting equip- 
ment standing in the car dealer’s showroom and making 
its simple wants known to the salesman is Henry Perkins, 
Inc., Sportsman-at-Large. 

Mr. Perkins in his present condition weighs some 1,200 
pounds. . . and he is in this condition with great frequency, 
give or take a couple of dogs and an armful of hardware, 
depending on the season. Also, when Henry Perkins is 
fully equipped for the chase on land or water, he represents 
a transportation problem that could keep a dozen auto- 
mobile designers on a diet of fingernails and black coffee. 

Obviously, the car that hauls Perkins & Co. about the 
landscape must combine stamina and versatility with the 
agility of a mountain goat and the capacity of a Conestoga 
Wagon. Henry, simple soul that he is, demands a vehicle 
that will roll with silky dignity to a country club dance or a 
business appointment, and yet be able to jounce down deer 
trails, ford streams and perform the routine calisthenics of a 
back country jackrabbit at the mere touch of a throttle. 


It is a credit to American Enterprise and the in- 
ventor of the slide rule that such cars already 
exist in great variety and numbers . . . many of 
them specifically planned and built to fulfill 
the unique requirements of sportsmen like 
Henry Perkins. 

It is, however, an unfortunate fact that a 
lot of these superb vehicles, so admirably suited 
to a sportsman’s needs, are never directly adver- 
tised to sportsmen at all . . . at least, in terms of 
their special usefulness to the sportsman. 


Happily, the situation is so ridiculously easy 
to remedy that this idea may very well rock the 
city of Detroit to its foundations. It simply calls 
for a fresh approach in advertising termed 
“looking for the sportsman angle” . .. and it can 
be just as important in selling automobiles as 
never underestimating the power of a woman. 


It’s surprising how many products like automobiles and 
accessories have a “sportsman angle”’ that can be exploited 
for important new sales in the huge four billion dollar mar- 
ket of sportsmen.* That’s why, these days, you find 
advertisements at work in sportsmen’s magazines that never 
appeared there before .. . ads for home freezers and lawn 
mowers and station wagons and electrical appliances. . . 
all of them doing a new and vital kind of selling to ; 
prosperous market of ready buyers. 

Yes, your “sportsman angle” can really pay off. . 
especially when it appears in the magazine that gives you 
Henry Perkins’ concentrated attention... the magazine 
that gets cover-to-cover perusal from Henry and his friends 
... the magazine that catches men in their mellowest. 
most relaxed mood and makes them receptive, as no othe1 
medium can, to a sales story that’s slanted to the sportsman 
and makes sense to him. 


It’s “Sports Afield”’. 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 


*95% of “‘Sports Afield’’ readers own cars. 
16.9% own two or more cars. 
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‘Everybody’ Is Usually Wrong 

We do not normally agree with everything Grey Advertising Agen- 
cy prints in its “Grey Matter” pieces, although these are undoubtedly 
among the most provocative comments on the merchandising scene 
published today. 

But we agree so wholeheartedly with a discussion of why “every- 
body” is usually wrong, in the current “Retail Grey Matter,” that we 
give it to you in full here: 

“When a large majority of business men take the same action, at 
approximately the same time, their very unanimity of decision in 
time changes the circumstances that dictated the original course of 
action. 

“We had a perfect example of the soundness of this theory at the 
Start of the Korean conflict. In July, 1950, just about everybody de- 
@ided that just about everything would be in short supply, One con- 
Sequence was that ‘everybody’ promptly embarked on a production 
which very soon resulted in full warehouses. 


and hoarding spree 

“Several of us at Grey Advertising Agency have extended that 
theory to business statistics. We take the position that business statis- 
tics contain within them the seeds of their own destruction! Here's 
how: As business statistics become more accurate, and as our ability 
to interpret them becomes highly developed, an ever larger group of 
business men will come to the same decision, at the same time. The 
inevitable consequence will be that the very unanimity of their de- 
cision wil! ultimately lead to the exactly opposite set of conditions. 

“This unquestionably is one reason why, over the last several dec- 
ades, economic fluctuations have tended to become sharper; more 
violent. For example, on several occasions in 1948, 1949 and 1950, 
most large retailers almost simultaneously became cautious in their 
buying. That promptly led innumerable manufacturers to exercise 
even more caution in their production. And that soon changed heavy 
markets to tight markets.” 


That No-Decision Fight Again 

Once again the representatives of the magazine industry and the 
representatives of the newspaper industry are locked in a struggle 
to determine who is the “national advertising champion of the world.” 
And once again, the apathy on the part of the spectators is something 
remarkable to behold. 

Aside from hoping that the annual conflicts will be useful in further 
refining the figures, and thus serving some helpful purpose, advertis- 
ers and agencies seem pretty much unconcerned about where the 
crown finally comes to rest. 

Advertising, they have decided long ago (we hope), is not a popu- 
larity contest, and picking the “most popular” medium is no particu- 
lar guarantee of successful advertising. 

The problem of the advertiser and of the media buyer is not to 
make certain that he falls in line with the “majority party,” but that 
he correlates advertising and marketing strategy with a medium or 
collection of media which fit his needs as neatly as it may be possi- 
ble to fit those needs, and which deliver for him the greatest possible 
sales impact at the least possible cost. 

If he merely rides with the majority he overlooks one of the first 
principles of sound selling and sensible thinking—that circumstances 
alter cases, and that what may be best for someone else is not neces- 
sarily best for him. If he does a good job, he never buys anything 
merely because someone else has bought it; he makes his choices and 
his decisions on the basis of his own particular needs. 

If those needs happen to put him in step with the majority, that is 
fine. But if they happen to add up to something different from what 
“everyone else” is doing, that doesn’t bother him either. 


—This Week Magazine 


“At first it's just a newspaper, then a little package, then they keep adding and 
adding...” 


| What They're Saying 


Government Reading Matter _ | 
As you know, the government 
is holding back 10% of the total 
paper production so as to be sure} 
of having enough paper to keep) 
| their presses running at full tilt. 
In other words, when paper gets 
| real tight, the government will get 
first crack at it. Commercial print- | 
|ing, advertising printing, books, | 
| newspapers, magazines and the| 
| like will come later. 
| Well, just what is the govern- 
| ment doing with all this paper?| 
| The military, of course, requires 
plenty of paper. But there seems to 
| be plenty of printing that might 
well be sidetracked for the time 
| being, at least. 
| For instance, in looking over the 
catalogs of the Government Print- 
jing Office you will find that by 
| writing in you can get booklets | 
and pamphlets on such important | 
| subjects as: 

1. How to Net Birds in Japan. 

2. Life Histories of North Amer- | 
ican Thrushes, Kinglets and their 
Allies. j 

3. How to Bat-proof your House. | 

4. Buffer Capacity of the Blood 
of the Sixth Instar Southern Army 
Worm. | 

5. Women Workers in Paraguay. | 
6. Recipes for Cooking Muskrat | 
Meat. | 

7. Palpating Domestic Rabbits to | 
Determine Pregnancy. 

Is it any wonder that Congress- 
man James Patterson of Connecti- | 
cut estimates that the government 
is wasting 25 millions of dollars 
on useless booklets that won't help 
one bit in preparing our armed 
forces? 


We have a suggestion for mak- 
ing good use of these booklets. 
If you want to be the “life of the 
party” send in to the GPO for any 
or all of the booklets mentioned 
above. Then when the talking lags 
and your hostess doesn’t know 
what to do next to keep the dam 
party from folding up completely 
—you can always step right into 
the breach with, “Do you know 
how to palpate domestic rabbits 
to determine pregnancy?” 

—Sales Ammunition Service, bulletin 


published by Martin Cantine Co., 
Saugerties, N. ¥ 


Advertising’s Challenge 

In writing, in 1944, of Full Em- 
ployment in a Free Society, I de- 
fined such a free society by refer- 
ence to four groups of essential 
liberties: Freedom of Worship, 
Speech, Writing, Study and Teach- 


| consumers to be as high as possi-| the pack rows. 


ing; Freedom of Assembly for 
political and other purposes, in- 
cluding the purpose of changing 
the government; Freedom in 
Choice of Occupation; Freedom in 
Management of a Personal Income. 

Advertising is addressed pri- 
marily to consumers’ freedom in 
the management of personal in- 
comes. It is natural that advertis- | 
ers should desire world under- | 
standing and world trade so that! 
the consumer's income can become 
means of choice between things, 
activities and enjoyments in all 
countries. It is natural that adver- | 


: | 
tisers should want the income of 


ble in relation to the prices of 
the things that they can buy. It is 
natural that advertisers should 
want consumers’ use of their in- 
comes to be as free as possible of 
prohibitions, restrictions and con- 


| ditions of all kinds. 


I want these things also and that | 
is one of the reasons which makes 
me happy to join in opening this 
conference. 

Assuming an effectively free 
world, the service of advertising 
is to help consumers to spend with 
knowledge so as to obtain the 
maximum of satisfaction. 

The good social purpose of ad- 
vertising can be achieved only if 
those who conduct it realize its 
purpose of serving the consumer, 
and their social responsibilities. 

There are responsibilities as to 
method of advertising. The meth- 


| ods must not be such as to destroy 


beauty or to debase taste. 

There are responsibilities as to 
the content of advertising. Its 
social object is not to deceive the 
consumer but to help him. It must 
be conducted with responsibility 
and regard to truth. 

The challenge to advertising in 
a free world is that those who con- 
duct it shall recognize responsibili- 
ties, and shall take as their over- 
riding purpose the aim of helping 
consumers to exercise freedom of 
spending wisely. 

—The Rt. Hon. Lord Beveridge, 
K.C.B., in the opening speech of 
the International Advertising Confer- 


ence, Central Hall, Westminster, 
London. 


Salesman Is Sold 
Derroir, Aug. 1—Mrs. Katherine 
Brown, 53, was on two years pro- 
bation today for selling a door-to- 
door salesman a house for $450 
when he rang her doorbell. She 
didn't even own the house. 
—United Press, 


Advertising Age, August 20, 1951 


Rough Proofs 


Armour has canceled the Dave 
Garroway TV show because it 
couldn't clear time on enough sta- 
tions, and so now Garroway is at 
large again. 


Gladys the beautiful receptionist 
Says she sees by the paper that 
good secretaries are hard to get, 
and that’s what they say in her of- 
fice too. 


Agencies are accustomed to pub- 
licize their resignation of accounts 
they no longer care to do business 
with, but when an advertiser re- 
signs an agency, it just fades away. 

~ 


The AT&T, N. W. Ayer reminds 
us, now has 1,000,000 stockholders, 
and the Chicago White Sox would 
also have you know that this year 
they have played for the first time 
to more than 1,000,000 customers. 

. 

If, as Edward N. Mayer Jr. says, 
the best liked direct mail piece 
isn’t usually the most effective, it 
seems that it’s entirely possible to 


win friends without influencing 
people. 
- 
“In the movies,” the ad says, 


“your audience is comfortably 
seated in a darkened theater, re- 
laxed and receptive, all eyes fo- 
cused on the screen.” 

Of course this statement may not 
include the teen-agers sitting in 


Frankie Sinatra griped because 
the press wanted to interrupt one 
of his most romantic moments. 
Like others, Frankie has found that 
it’s a lot easier to turn on the spot- 
light than to turn it off. 


o 

“No words about a magazine can 
match the words in that maga- 
zine,” remarks Practical Builder. 

That’s why the promotion man- 
ager always takes off his hat when 
he meets the editor. 

. 

Now that the New York News 
has told how the LIRR “tooner- 
villed” down the island, Cartoonist 
Fontaine Fox may assume that one 
of his creations is now permanent- 
ly imbedded in the American lan- 
guage. 

- 

“Classified advertisers,” Farm 
Journal points out, “aren’t inter- 
ested in opinion polls.” 

Not unless they're recorded on 
the cash register. 

e 

Negro actors can’t understand 
why the NAACP wants to put them 
and the TV version of “Amos ’n’ 
Andy” out of business. 

But what's a mere payroll] com- 
pared with a crusade? 

ao 

“It’s fun to eat out,” says Em- 
rich Baking Co., which doesn’t 
even qualify by saying that it may 
all depend on how good a waitress 
you happen to draw. 

. 

People are now marrying at 
younger ages than formerly, re- 
ports Redbook. Does that mean that 
today’s babies are older than the 
statisticians had expected? 


Copy Cus. 
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} = In Philadelphia, THE INQUIRER is... 


| First in National 
First in Retail : 


First in Classified 


| 
| q 
J ‘ 
- 
In the first seven months of 1951, THE INQUIRER 
published more than 20,700,000 lines of advertising . . . the largest volume 
ever carried by any Philadelphia newspaper in a similar period of time. - 
| THE INQUIRER leads the second newspaper by 3,500,000 lines. ‘ 
In America’s third market, month after month, THE INQUIRER is first ‘ 
| —_— choice for sales. a be 
Now in its 1S x 


Consecutive Year of Total 
Advertising Leadership 


me The Philadelphia Inquirer Ff 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 < 
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Wilson and Larsen 
Plan Joint Drive 
on Vegetable Soup 


Cuicaco, Aug. 14—Wilson & Co., 
which markets B-V_ soup, and 
Larsen Co. Green Bay, Wis., 
maker of Veg-All mixed vegeta- 
bles, have scheduled a four-color 
spread for the 
Home Journal to boost the com- 
bination of B-V and Veg-All! as a 


October Ladies’ 


“super” vegetable soup. 

The joint promotion, designed to 
sell both products and to secure 
the advantages of combination dis- 
play for each, will continue with 
four-color bleed ads, both full 
pages and two-thirds pages, in the 
October issues of American Fami- 
ly, Everywoman’s, Family Circle, 
Sunset Magazine and Woman's 
Day, and on back covers of October 
issues of Better Living and West- 
ern Family 

In addition, the B-V and Veg- 


LIGHT 


SIMPLE 
ECONOMICAL 
DEPENDABLE 


LET WOODWIN HOOKUPS 
YOUR 


WOODWIN 


C. D. WOOD ELECTRIC CO., INC. 
70-17 83RD ST., GLENDALE, L. |., N. Y. 


DISPLAYS! 


SPECIALISTS IN 

FLASHERS AND 

CORD SETS IN 
QUANTITY 


All combination will be featured 
in the Oct. 18 “Wilson's Weekly 
Bulletin” copy running in 131 
newspapers, and in radio and TV 
spots in selected markets. 

To date, store display tests of 
the combination offer have indi- 
cated 


unusually good sales _ re- 
sponse on the part of consumers. 
Ewell & Thurber Associates 


handles the Wilson B-V advertis- 
ing, and Campbell-Mithun is the 
Larsen Co. agency. 


IAA Will Meet Aug. 27 


Industrial Advertising Assn. of 


New York will hold a _ special 
luncheon meeting Aug. 27 at the 
Belmont Plaza Hotel. Kenneth 


Kramer, executive editor of Busi- 
ness Week, will present a preview 
of his publication’s outlook and 
forecast for business and indus- 
try. The IAA’s annual outing will 
be held Sept. 21 at the Plandome 
Country Club, Plandome, L. I. 


Lincoln Joins Lupton Co. 


James Lincoln, formerly with 
Fuller & Smith & Ross, has joined 
John Mather Lupton Co., New 


York, as a copywriter 


WASHINGTON, Aug. 14—Depart- 
ment store sales during the week 
ended Aug. 4 were 15% below the 
volume during the corresponding 
week of 1950. 

Despite the decline from last 
year’s high—conditioned by Kor- 
ean War scare buying—sales dur- 
ing the week ended Aug. 4 this 
year were 24% above the 1949 
total for the week. They lagged 
about nine percentage points be- 
hind corresponding sales for 1948, 
but were a healthy 29% above 
sales for the same week in 1947. 

Decreases from the high level of 
1950 are expected to continue for 
a few weeks longer, since the buy- 
ing spree last summer lasted for 
the two full months of July and 
August, 1950. 


@ Federal Reserve Board figures 
reflect comparisons of the dollar 


The Oregonian 


Washday...every day...is Oregonian 
day with the high-buying women of 
the $2 billion Oregon Market! 


reaches 


other 


ae 


re 


FIRST in Portland Home-Delivered Circulation 


Fi RST in City and Retail Trading Zone Circulation 


FIRST in the entire Oregon Market — with 


230,801 Daily and 285,026 Sunday 


lowest in milline rate 


than any 


selling medium 
in the Oregon 
Market! 


gonian 


PORTLAND, OREGON 


Represented Nationally 
by Moloney, Regan 
& Schmitt, inc. 


Advertising Age, August 20, 1951 
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Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
“SALES INDEX. 


1935-39 EQUALS 100 


Week to Aug 
Week to Aug 
Week to Aug 


°51*_.p252 
‘50° 296 
'49*...228 


senses 


Week to Aug "48" 261 
Week to Aug “47 223 
Week to Aug. 10, °46*..228 


pPreliminary 
Not adjusted seasonally 


volume, not the unit volume; 
therefore, in interpreting the data, 
allowances should be made for 


price fluctuations 


Among the districts reporting 
the Minneapolis area (off 25%) 
recorded the largest loss. The 


Cleveland district was down 17% 
and the Philadelphia, Atlanta and 
Chicago districts reported 15% 
drops 
The largest loss recorded by any 
city was the 30% decline in St 
Paul. Houston and Wichita re- 
ported the only gains, 11% and 4%, 
respectively 
\ Change from 


Week Ended 
Federal Reserve July July Aug 
District and City 2 es) ‘ 


UNITED STATES 


Boston District — —W —I18 
New Haven 6 14 6 
Bostor 18 20 14 
Lowell-Lawrence 8 30 16 
Springfield i4 12 6 
Providence 20 29 21 

New York District —14 —I8 —I% 
Newark 20 18 15 
Buffalo l4 15 10 
New York l4 19 4 
Rochester 1) r—15 10 
Syracuse 21 14 6 

Philadeiphia District —15 —%0 —I5 
Philadelphia 15 21 18 

Cleveland District —5 2 —G 
Akron 25 27 1 
Cincinnati 7 33 28 
Cleveland 17 25 17 
Columbus i2 19 17 
Toledo 23 23 7 
Erie 4 16 3 
Pittsburgh 18 26 21 

Richmond District —is r—21 —I1 
Washington 23 21 17 
Baltimore 7 19 il 

Atlanta District —r—1k —15 
Birmingham 19 ~24 l4 
Jacksonville 23 9 8 
Miami 25 14 21 
Atlanta —25 26 23 
Augusta 21 7 
New Orleans 26 —18 1¢ 
Nashville 26 —10 7 

Chicago District — — 15 
Chicago 21 —13 16 
Indianapolis 12 17 17 
Detroit 25 26 12 
Milwaukee 19 25 14 

St. Louis District — ts 10 
Little Rock 33 24 9 
Louisville 25 25 17 
St. Louis Area 17 23 9 
Memphis 33 25 8 

Minneapolis District —a —23 25 
Minneapolis 29 25 24 
St. Paul 2 33 30 
Duluth-Superior 24 3 14 

Kansas City District r—33 r—24 —I2 
Denver 26 27 18 
Wichita 19 21 4 
Kansas City 46 25 9 
St. Joseph 14 10 
Oklahoma City 31 26 24 
Tulsa 35 34 -24 

Dallas District — wy ris —I1 
Dallas 39 22 22 
El Paso 26 12 4 
Fort Worth 32 r—26 16 
Houston 19 5 11 
San Antonio 41 29 -18 

San Francisco District —sir—t4 18 
Los Angeles Area 35 26 15 
Oakland 31 25 10 
San Diego 25 24 7 
San Francisco 23 18 4 
Portland 33 24 16 
Salt Lake City 22 21 18 
Seattle 29 4 19 
Spokane 29 9 1 

rRevised 
*Data not available 
Clinton Gross Profit Up. 
’ 
but Net Is Less Than ‘50 
Clinton Foods, New York, and 


its subsidiaries reported $5,193,646 
profit before taxes on income for 
the nine-month period ended June 
30. Net profits after taxes 
amounted to $2,784,046, and earn- 
ings per common share were $2.19 

For the nine months which 
ended June 30, 1950, Clinton re- 
ported $4,645,235 profit before 
taxes, $3,059,971 net profit and 
$2.42 earned per share 


209,565 TV Sets in Buffalo 


TV sets installed in Buffalo to- 
taled 209,565 as of Aug. 1, accord- 
ing to Niagara Mohawk Power 
Corp., up 2,243 in a month, 
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We Reprint From Printers’ Ink . . . 


ISSUE 


by BERNARD TOL, Associate News Editor 


“Why Rheem account is shifting 
to Campbell-Ewald this week’ 


Inside story of what prompts the switch, how new 
agency was picked, new products it will handle 


HE Rheem Mfg. Co’s. goal is to be the most 
oan manufacturer in the gas appliance 
field. This week it took an important step in that 
direction. The company selected Campbell-Ewald, 
New York, to handle its present $750,000 ad- 
vertising and promotion budget. 

The account is being withdrawn amicably 
trom Foote, Cone & Belding because of an up- 
coming conflict. Rheem for many years has been 
the world’s largest manufacturer of water heaters 
and steel shipping containers. Recently the com- 
pany obtained patents to manufacture a gas retrig- 
erator, gas range and gas clothes dryer. F.C. & B. 
has the Frigidaire account; hence the conflict. 

Although the refrigerator won't be intro- 
duced until controlled materials are released, 
‘We teel Rheem has reached the point where we 
want our advertising and merchandising plans 
drawn up,” says Rheem advertising and sales- 
promotion manager, Richard O. Pallin. When 
Rheem gets the go-ahead signal, it will launch a 
coordinated program with the same theme for its 
complete line of products. 

When the three appliances hit the market, 
Rheem expects its ad budget will be “several 
millions.’ 

The first step in choosing the new agency 
was allowing word to get around that Rheem 
was looking. 

“If any agency really wants business, it is 
on its toes and on the alert,” says Mr. Pallin. 
“The agency that really knows what's going on 
in the business, sooner or later couldn't help 
but hear about us,” he said. The word leaked 
through space representatives and other adver- 
tising men. 

All of the agencies that the company thought 
would be qualified made contact. A total of 49 
got in touch with Mr. Pallin. 

Qualifications at first were broad: Rheem 


CAMPBELL-EWALD COMPANY 


DETROIT * NEW YORK 


felt it should be neither the largest nor smallest 
account in the agency. As largest in an agency, 
Mr. Pallin reasons, the account might not get 
honest debate on basic ad principles. “We're 
not infallible,” he declared, “And we don’t want 
to risk the remotest possibility of a rubber stamp 
agency afraid of losing its biggest profit pro- 
ducer.” 

As the smallest account in an agency, he has 
found that too often the agency gets service in 
proportion to its size. “We wanted the agency 
to be so set up that we would get good service 
on our present budget as well as on those in the 
future.” In addition, the agency had to be locared 
in New York “to work as closely as possible with 
both our advertising and sales personnel.” 

With this broad policy in mind, Mr. Pallin 
drew up a rough list of medium-sized agencies 
with New York offices who might qualifv. From 
the list he eliminated agencies that had com- 
peting accounts or that obviously did not have 
suitable New York operations. 

Of the 49 that called, 11 were agencies hill- 
ing over $10 million; 9 were between $5 and 
$10 million; and the rest were under $5 million, 

Most of the agencies that heard abour the 
account being loose either phoned or wrote to 
the ad manager and received a questionnaire. 
“It was surprising that several that asked for 
the questionnaire didn't bother answering in any 
shape or form,” says Mr. Pallin. “Esnecially one 
agency that had been highly praised to me by 
three different people and otherwise would have 
been given every consideration.” 

One agency executive asked for a auestion- 
naire, which was sent to him. Four weeks later 
his partner also asked for a questionnaire. Ap- 
parently they weren't on talking terms. 

Each of the 49 received a 19-question form 
and a copy of the company's annual report to- 


H. T. EWALD, PRESIDENT 


* CHICAGO «+ LOS ANGELES © SAN FRANCISCO + ATLANTA 


Se 


gether with a brief summary of Rheem's adver- 
tising plans. 

Mr. Pallin chose 21 of the agencies who 
returned the questionnaire for further contact; 
15 were visited and 6 agencies’ executives came 
to the Rheem offices. 

After each of the 21 agency meetings, the 
ad manager and one or two other top company 
executives filled out check sheets. The check sheet 
listed the name of the agency and had 10 spaces 
for the Rheem executives to fill in. 

Questions they asked themselves about the 
agencies included: degree of creative ability; 
knowledge of our business field; integrity; pro- 
posed method of operation; proposed personnel; 
merchandising effort; competitive spirit; and 
over-all impression. 

The consensus cut the 21 down to 6. “At 
this point our work began. We could have picked 
a good one out of the six by flipping a coin,” 
said Mr. Pallin. “But we still wanted to pick the 
best one for us.” 

Executives of the 6 agencies were called in 
for a visit at the Rheem office. The field was 
narrowed to 3. 

“It was tough picking the three—but we 
were impressed by certain criteria,’ Mr. Pallin 
said. “It boiled down to teamwork. You'll hear 
agency after agency boast of its team approach. 
We found it wasn’t always true. But when it was, 
as in the case of our three finalists, it sure made 
a whale of an impression.” 

In many cases, Mr. Pallin pointed out. the 
top man of the agency tells a prospect about his 
agency team. But then he monopolizes the con- 
versation and doesn’t permit his team members 
to participate even in the conversation. Agencies 
with real team operations give their subordi- 
nates a chance to talk and demonstrate the team 
in action. 

The three finalists were almost equally 
matched in Mr. Pallin’s opinion. Now the 
64-dollar questions: 

How do you get your information—( best 
answer: get out in the field and ring doorbells. ) 

How do you prepare copy? (best answer: 
copy research. ) 

How do you select media? (best answer: 
audience research. ) 

Carefully considered were the agencies’ abil- 
ity to handle and/or coordinate the Rheem pub- 
lic relations, sales promotion and merchandising 
as an integrated package and the personality of 
the executives. 

Key factor in the choice of Campbell-Ewald, 
after it had successfully met the criteria, was the 
plus of previous successful experience “right 
down our alley.” 


This particular method of picking an agency 
has proved itself twice before for Mr. Pallin. 
In his two previous jobs he had to choose 
new agencies and followed this procedure. 
Both the accounts have a continuing happy 
agency-client relationship. 


ADVERTISING WELL DIRECTED 
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Concert Music Deserves More Attention 
from Sponsors, Declares BMI's Haverlin 


HoLttywoop, Aug. 14—Concert 
music, properly handled, is a 
“sleeper” that can attract new 


the 


radio audiences 


Hollywood 


and increase sales 
results of advertising, members of 
Advertising Club 


iy SE el 


INDUSTRY 


DRUG & COSMETIC 


Covers an industry where a brilliant record 
in developing new products through research 
has brought an increasing alertness and need 
for new materials, packages and equipment 


Also Publishers of Beauty Fashion 


a 


were told last week by Carl Haver- 
lin, president of Broadcast Music 
Inc. 

He decried the prevalent concep- 
tion that only upper-income 
groups like classical music. “Con- 
cert music isn't champagne music,” 
he asserted. “Blatz beer doubled 
| its sales last year in a test Wiscon- 
sin city by adding to its advertis- 
ing a classical broadcast that 
achieved a rating second only to| 
news.” 


Mr. Haverlin quoted figures to 
show that 30,000,000 people at- 
tended concerts last year, a total 


greater than the attendance at pro- 
fessional baseball games. Twenty- 
four million youngsters are study- 
ing music today in American 
schools, he added. 


|@ He cited the fact that the Wis- 
| consin Broadcasters Assn. has sur- 
veyed a panel of 1,600 listeners for 
| the past five years and discovered 
|} that concert music outranks the 
| other major ten categories of pro- 
| gramming in public preference. 


While, as might be suspected, 
concert music ranks highest with 
older persons, he declared, it has 
been learned that teen-agers want 
almost an hour of concert music 
daily. The opportunity for adver- 
tisers to corral these potential 
audiences is seen in the statistic 
that less than ?% of total broad- 
cast programming is serious music, 
he pointed out. 


CBS Promotes Della Cioppa 
Guy Della Cioppa has been pro- 

moted from associate director to 

director of network programs for 


the Columbia Broadcasting Sys- 
tem in Hollywood. In his new 
post Mr. Della Cioppa will be 


chief West Coast program execu- 
tive for both CBS television and 
radio networks. 


Louise Baker Gets PR Post 


Louise Baker, formerly with the 
Fels Research Institute of Antioch 
College, has been appointed di- 
rector of public relations of the 
National Society for Crippled Chil- 
dren and Adults, Chicago. 


BACKGROL9 FOR 


The Southwest is a great and growing market. WOAI covers this market 
with its 50,000 watt clear-channel voice better, far better, than any 
other advertising medium. BMB shows 395,350 families listen to WOAI 
daytime - 740,700 families listen evenings - 
leading day and night! Daytime, WOAI leads in 34 of 40 rated 4 hr. 
periods! Dollar for dollar, there's not a better advertising buy! 


rest 
MERICA’S FAS 
é NG 


GROW 
MAJOR CITY 
® 


NEW YORK * 
DALLAS 


Represented Nationally by 


EDWARD PETRY & COMPANY, INC. 
LOS ANGELES * 
DETROIT 


CHICAGO * 


SAN FRANCISCO 


latest Hooper shows WOAI 


ST. LOUIS 


NBC-TQN 


mee TONG 


TEST PACKAGE—This new triple-wrapped 
Lock-Pouch is being tested in Philadelphia 
by Grabosky Bros. there for its Royalist 


Regent cigars. Fall promotion calls for 

newspapers in 50 markets. Harry Feigen- 

baum Advertising Agency handles the 
account 


Hertz Sees Nation 
of Working Women, 
Marketing Changes 


New York, Aug. 14—The pro- 
portion of women in the nation’s 
labor force—now 31% —eventually 
will reach 50%, according to Da- 
vid B. Hertz of Culpepper Hertz 
Inc., management consultant. 

Dr. Hertz based his prediction 
upon results of a two-year series 
of studies for Street & Smith. He 
said that women no longer have a 
choice of working or not working 
The economic structure, he ex- 
plained, will require more and 
more of them to go to work 

Today, he says, working wom- 
en earn $32 billion annually, or 
15% of the nation's total personal 
income. Eventually, he predicted, 
their share will increase to 35% 
of all personal income in the U.S. 


e Dr. Hertz disclosed results of a 
study completed by his company 
which showed that, although 69% 
lof the women currently working 
| must do so in order to support 
| themselves or contribute to the 
| home, about 30% work because 
| it is “the thing to do” or because 
|“I couldn't just stay home and do 
nothing.” 

While the number of feminine 
nurses, school teachers and other 
| professionals has remained fairly 
| constant during the past few years, 
| he said, vast increases have taken 
| place in the number of female of- 
fice workers or factory workers. 

The vast increase in the num- 
|ber of working women, he con- 
cluded, will necessitate a revolu- 
|tionized marketing and distribu- 
tion setup, since the buying habits 
of working women are “radically 
| different from those of the house- 
wife.” 


Evergreen Network Formed 
-by Washington Stations 


Evergreen Network, designed to 
cover all principal markets in the 
state of Washington, has been set 
up by Elroy McCaw of Seattle, who 
owns or is financially interested 
in the member stations. 

These include Stations KRSC, 
Seattle-Tacoma; KYAK, Yakima; 
KALE, Richland-Pasco-Kenne- 
wick; KEIA, Centralia-Chehalis, 
and KAPA, Raymond. John E. 
Pearson Co. has been appointed 
national representative of the net- 
work, except on the West Coast, 
where sales will be handled by 
Tracy Moore in San Francisco and 
Jack Hall in Los Angeles. Group 
rates will be published soon. 


Hutchins Joins Drug Review 

Harold Hutchins, publisher of 
Drug & Cosmetic Newsletter and 
formerly editor of American Drug- 
gist, has been appointed editorial 
consultant of the new Mid-At- 
lantic Pharmaceutical News-Re- 
view, published by Mid-Atlantic 
Publishing Co., Camden, N. J. Wil- 
liam P. Alexander has been named 
ad director of the controlled cir- 
culation publication. 
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Daytime Television 
Is Good Buy: CBS 


New York, Aug. 14—Columbia 
Broadcasting System says now is 
the time to get into daytime tele- 
vision. 

A new presentation, being shown 
to advertisers, advocates buying 
daytime TV because the medium 
now enables sponsors to reach a 
large housewife audience at a low 
cost-per-1,090, and because valu- 
able time franchises are still avail- 
able. 

The network points out that, 
since June of 1950, when one day- 
time advertiser was using ten 
quarter-hours of weekly network 
time (participation deals were 
eliminated from the figures), day- 
time TV has grown until now 21 
advertisers are using 81 quarter- 
hours weekly. 


Indicative of the trend, Procter | 
1950, 


& Gamble—from December, 
to September of this year—will 
have increased its daytime TV use 
from five quarter-hours weekly to 
99 


@ Stations are slowly moving their 
sign-on times backward into the 
morning. This fall, 99 TV stations 
will be on the air by noon, a CBS 
survey shows, and of these 64 will 
be programming by 10 a. m. 

The presentation makes a strong 
showing on case histories (Corn 
Products Refining Co., for ex- 
ample, offered a blouse for a Linit 
box top and $1, and with three an- 
nouncements received $50,000 and 
an equivalent number of tops). 
CBS also finds that the average 
number of sets in use increased 
381% in the weekday, 1-5 p.m. 
period between March, 1950, and 
March of this year. Accordingly, 
the network figures large house- 
wife audiences are available at low 
cost, and it cites evidence to show 
that the “Garry Moore Show” de- 
livered viewers at $2.03 per 1,000 
in March of this year. 


Reynolds Airs Trotters 

Reynolds Metals Co., Richmond, 
Va., is sponsoring a series of five 
harness trotting races in as many 
weeks over the full American 
Broadcasting Co. radio network. 
The series, bought through Bu- 
chanan & Co., New York, began 
Aug. 16 


FALPACO 
COATED 
BLANKS 


are the answer 
to your 1952 
Calendar Problems 


Ir makes no difference whether 
your calendar is to be run offset, 
letterpress, or screen process, the 
Falulah Paper Company has special 
coatings for each process, at no 
extra Cost 

Outstanding advantages are maxi- 
mum flatness, less tendency to curl, 
blue-white, smooth, level coating 
They assure finest repreduction 
qualities. 


Spectty 
Falpaco Coated Blanks 
Distributed by 


Authorized Paper Merchants 
from Coast to Coast 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


Joins ‘Farm & Ranch’ Snow Crop Names Eldridge Hopp Named Cleaver A. M. Appoints Abbott Kimball 
Sherwood H. Leavitt, formerly B. J. Eldridge, national produc- F. A. Hopp, formerly assistant Southwest Food Products, Los 
New York manager of Newspa- tion manager for Snow Crop Mar- ad manager and publicity director Angeles, packer of jams, jellies 


division of and preserves under Gold West 
and Dude Ranch labels, has ap- 
pointed Abbott Kimball Co. to 
handle its advertising and promo- 
| tion 


‘American Home’ Adds Labaw 

Guy Labaw, who has represented 
bacteriologist and medical writer Modern Hospital in New York 
for E. R. Squibb & Sons, has been state for the past four years, has 
named a medical copywriter with joined the New York sales staff 
Lewis & Gilman, Philadelphia of American Home 


per Advertising Service, has joined 
the New York advertising sales 
staff of Farm & Ranch-Southern 
Agriculturist. 


keters division of Clinton Foods, of the Delta power 
has been named vy. p. in charge of Rockwell Mfg. Co., has been named 
production. He succeeds N. B. ad manager of Cleaver-Brooks 
Barclay, who became division Co., Milwaukee manufacturer of 
president in June. heat generators. 


Adler Joins Lewis & Gilman 


Alexander Adler, formerly a 


Leroy Derus Joins Derus 

Leroy P. Derus, former sales en- 
gineer for Moe Bros., Appleton, 
Wis., has joined his brothers, Lloyd 
and Bill, on the staff of Derus 
Associates, Chicago, newspaper 
placement bureau. 


Opens Research Service 

Robert S. Friedman, for 10 years 
executive director of Goodwill In- 
dustries, Milwaukee, has opened 
a market research consulting serv- 
ice at 1206 N. Astor St. there. 


ng the first, six months of 1951. Aavtctiong pages far in 


excessf previous years. Reader response immediate and tremendous 
: fred — : soe ye use of intense interest in editoral and advertising material. 
. po aah “yy COMPARE EDITORIAL AT! Aimed at the “new” sportsmen’s 
. et 
4. Geghart Mtg. Co market, represented by rease of 15 million-dma 
5. Good-All Electric licenses during the years 1945 to 1950. Technical in ormatt . 
Mfg. Co. a sented in interesting, non-technical language. Plenty of pictures and 
“how to” articles. 
Se teen aeieae tote. nt 
8. Horrocks-Ibbetson | COMPARE READER ACCEPTANCE! “New” sportsmen recognize and 
9. Horton Bristot Mig Gh. appreciate a magazine that shows them how to get more oucypif'the 
10. Magic Fishing Ree! Co. sport of thejggaiii . Reader suggestions on edirorjaheatier prove 


¥ of readership. 


os a 


~GETTHE FACTS ! neyrice 


more often when the bait is attractive! 


CHICAGO * 612 N. Michigan Ave. * SU 7-1585 
NEW YORK + 55 W, 49#biStie CH 4-3740 
BOSTON * 140 Fedapap Sh = Ha: St913 ~- 
SAN FRANC! Poot St. + SU 1.5568 
LOS*RNGELES'* 2330 W. Third St. + DU 7-438 
MIAMI BEACH * 420 Lincoln Road © 58-0269 
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WSBT FOR A BILLION DOLLAR BONUS 


In reaching the South Bend-Mishawaka trading area nothing equals 


Be re or 


1,000,000 
. ELKS 

BUYING 

AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
men turn to The Elks Magazine in which they take a proud, 
proprietary interest. When your message — institutional or 
product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 
Elks are business owners ... 11.6% are professional men... 
and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
nationwide audience of men 

who think, act and lead. 


THE 


MAGAZINE 


New York - Chicago + Los Angeles + Detroit - Seattle 


‘Capper’s Farmer’ 
Adopts New Format 
in September Issue 


Topeka, KANn., Aug. 15—A com- 
pletely restyled Capper’s Farmer 
will make its debut with the Sep- 
tember issue 

The publication will reflect its 
new editorial accent on all of the 
activities which comprise farm 
living. The use of color in editorial 
features, for example, will be ex- 
panded and photographs will be 
larger to help visualize editorial 
contents. | 

In line with the expansion of | 
editorial program, greater empha-| 
sis will be placed on the interests 
of youth, on recreation, commun- 
| ity development and health, medi- | 
| cal and beauty care. 


e Capper’s Farmer's new format 
includes the four-column page for 
editorial material, use of Bodoni 
| Book in heads, with hand lettering 
to heighten interest. 

The format changes actually 
| represent the second step in a two- 
stage redesign program. In the first 
step, several years ago, typography 
was changed and modernized. 

Taylor Poore of Tempo Inc., 
Chicago, handled the redesign pro- 
gram. 


Lewisburg Appoints Long 

Lewisburg Chair & Furniture 
Co., Lewisburg, Pa., has appointed 
W. H. Long Co., York, Pa., to han-| 
dle its advertising and merchan- 
dising. 


Buys ‘Texas Farming’ 

Harry Foehner has_ purchased 
Texas Farming & Citriculture, 
Harlingen, from E, C. Watson. 


a CHICAGO 
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WSBT. This station is a great buy on any schedule, delivering a 
half-billion dollar market all by itself! BEYOND THIS, WSBT is 


the outstanding station throughout its primary area, adding another 


hillion dollars to the WSBT market. Check it for yourself 


Sales Management figures and Hooperratings. (Every CBS show 
on WSBT enjoys a higher Hooper than the network average.) For 


a tremendous bonus buy, buy WSBT. 


PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 


from 


| 


The Marines landed at the St. Louis adclub July 31 and pre- 
sented citations to four adclubbers for their fine work as members 
of the St. Louis Marine Corps Citizens Committee. Recipients of the 
official citation were Martin Mullen, General Life Insurance Co.; 
James Wilson, D’Arcy; John Doran, Advertisers Displays & Ex- 
hibits Co.; and Osear Zahner, Ruthrauff & Ryan. And the first 
such citation ever to go to a woman went to Helen Seevers of the 
women’s adclub, who co-chairmaned the committee which promoted 
the Marine Corps Jamboree last fall... 

Three staff members of Byer & Bowman Advertising Agency, 
Columbus, O.—Richard Kennard, E. Richard Boyer and William 
Arter—are showing off the plaques they have been given for acting 
as advisers to a local Junior Achievement company. . . 


SILVER SEEKERS—Quintet posed on green during Oneida Ltd., Oneida, N. Y., annual 

Silver Niblick tournament includes (from left): Harold Clark, ad director of Dell 

Publishing; W. D. Wilson, associate ad manager of Life; P. B. Noyes, honorary presi- 

dent of Oneida Ltd.; Ben Duffy, head of BBDO; and Orville Cumings, Oneida’s di- 

rector of premium sales. These par-pursvers lost out to Wallace Richardson of Life, 
who won the Silver Niblick. 


Don Roettger, an asst. to the ad mgr. at Swift & Co., Chicago, is 
still talking about that four-week tour of Europe from which he re- 
cently returned...And Roy M. Lynnes, publisher of Poultry Supply 
Dealer, Chicago, went to Paris as an official U. S. delegate to the 
Ninth World’s Poultry Congress. ..John Cowles, Minneapolis Star 
and Tribune president, is off on a world trip with Paul Hoffman, 
Ford Foundation head. . . 

Clarence E. Jordan, Ayer executive v.p., is heading the p.r. com- 
mittee of the second annual United Fund campaign in Philadel- 
phia...And in Paris, Ill, U. Gordon Colson, president, and other 
officials of U. O. Colson Co., producer of calendars and novelties, 
are convinced that announcement of a 68% increase in sales vol- 
ume for the first six months was the nicest news they could pos- 
sibly have given the company’s sales meeting at French Lick 
Springs. 


FISHANGRI-LA—That’s the name of the fisherman's paradise in Montauk, Long 
Island, where this tuna catch was landed. The anglers are R. T. Aldworth, v. p. and 
general manager of Knox Distributors; Mrs. Gene W. Goble; Jim Aldworth, Grant 
Advertising account executive, and Gene W. Goble, creator and owner of Fishangri-Lo. 


Off to Europe for a month or so are James L. Mitchell, who re- 
signed recently as v.p. and ad dir. of Macfadden Publications, and 
Mrs. Mitchell. He'll think about his future plans when he gets back, 
says Jim... 

-Ever since this column, through its usually reliable sources, re- 
ferred to Bill Sheldon as chief art director of the Ted Bates agency, 
he’s been getting the razz from his co-workers. Seems that Bill is 
just a plain old ordinary art director, not a chief... 

A September wedding is planned by Helen A. Benneyan, daughter 
of George Benneyan, director of promotion for Cowles Magazines. 
Hubby-to-be is Clement P. Houran of Ashburnham, Mass., now with 
the army... 

On July 24, William H. Johns chapter of Alpha Delta Sigma, 
City College, honored six New York admen in special ceremonies. 
George Laflin Miller (Aesop Glim), v. p. of R. T. O'Connell Co., re- 
ceived a scroll in recognition of his services to the school’s cooper- 
ative advertising training program, which provides undergraduates 
majoring in advertising with part-time jobs. Keys were presented 
to recently elected members: T. H. Shanley, Warwick & Legler; 
Henry Schachte, Borden Co.; J. Eugene Littleton, Littleton Associ- 
ates; Merrill K. Lindsay, Lindsay Advertising; and Don Jordan, 

Goldsmith Brothers. .. 
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COMPANION GIVES ADVERTISERS DRAMATIC RETAIL SUPPORT 


Gilbert Goold, of Goold & Tierney, hears exciting facts 


Hot news in the publication field is the COMPANION’s enlarged, dynamic listings than any of its competitors. Here is the score: 
store-promotion program. WoMAN’S HOME COMPANION -eceeeee4,670 lines 
Here are the facts: 3,283 stores took part in COMPANION promotions Good Housekeeping : nee FO 
during 1950—and all reported sales increases. During the first half of SERRE IES oe ee a .... 1,645 lines 
1951, a record-breaking 2,402 stores tied in with COMPANION 
promotions. 

The second six months of this year promise even bigger things. resentative today. 

In August, for example, 1,617 J. C. Penney stores are promot- 

ing COMPANION fall fashions for small fry. 


No wonder, then, that COMPANION representative Dick Ballinger has 

captured the attention of Gilbert Goold, President and Treasurer of ) N N | 
Goold & Tierney, Inc., New York. 

Moreover, he is also pointing out that between January 1950 and June Womans Home () M A\ | () 


1951, the COMPANION devoted more space to “where-to-buy” store 
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Letters from Newsweek advertisers. And avery one of them had 
something good to say about NEWSWEt 
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NEWSWEEK stands out.” “Our adi . 
negotiations..." “Immediate demotiiiketion of pulling pow 
, -“Tremendously well pleased with teal ” abi ey 


udder words 
“ment in Newsweek is paying ° 
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See every advertisement ° : 
of interest to you in 1,393 shopping centers Fram Plans $500,000 Introduction 
renee vou may take these services fOr New Radiator, Water Cleaner 


, continuously, or periodically. 
ice brings you every advertise- : pe 9 


ment you want to see that is 

published in daily or Sunday 

newspapers of the United States. 

You may have this service in 

complete tabulated and summa- 
- rized report form; or you may 
: make up your own reports from 
5 the full-page tearsheets we fur- 
nish you 


most useful tools in merchandis- what is said to be the largest and 
ing and distribution. They are so| most costly advertising and mer- 
flexible that you can get exactly chandising program ever put back 
what you want in coverage—and of any new automotive product, 
in duration. Fram Corp. will spend $500,000 in 

Send Today os the next five months to introduce 
for a 24-page Catalog describing and its new Fram radiator and water 
illustrating the 12 helpful services cleaner. 


which ACB will furnish to merchan- Advertising will include a 

Be With ACB Research Service, you a aah dpe spread and full pages in The Sat- 
- know exactly what is being ad- urday Evening Post, and full pages 
; vertised by your dealers; or your #3 in Capper’s Farmer, Collier’s, 
competitor's dealers; or the con- ACB SERVICE OFFICES Country Gentleman, Farm Journal, 

tent and extent of releases by 79 madison Ave. * Phone: Murray Hill 5-7302 * New York (16) Lije, Paguter Selense, Pyegresnec 

f competitors in national adver- 538 S. Clark St. © Phone: Wabash 2-6130 © Chicago (5) Farmer and Successful Farming. 


There will be such copy headings 
as “End Cooling System Troubles” 
and “Stop Rust, Scale, Dirt.” 
With the message “Now! End 
cooling system troubles,” this 
product will be advertised exclu- 
sively on 200 painted outdoor bul- 


tising 161 Jefferson Ave. ° Phone: 37-0595 ° Memphis (3) 


. 16 First Street © Phone: Sutter 1-8911 © San Francisco (5) 
ACB shows above how you can pace " sate 


Se buy these services by markets; 
but you can order by your sales 
territories; or even single towns. 
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Manufacturers of Printing and Specialty Papers 


. “SALES OFFICES AND REPRESENTATIVES IN 
* a NEW YORK +. BOSTON «PHILADELPHIA. + CHICAGO 
5 ea $T. LOUIS + “LOS ANGELES 


ACB Services are among the Provipence, R. I., Aug. 16—In|letins throughout the country, 


scheduled to reach 3,000,000 mo- 
torists daily. These messages will 
urge motorists to call Western 
Union Operator 25 for the name 
of the nearest Fram dealer. 


@ Sales helps will include a litho- 
graphed easel window or counter 
display in three colors, showing 
actual water samples taken from 
cooling systems with and without 
the Fram filter; an easel display 
featuring the headline “Dirty 
Cooling Systems Cost Motorists 
over $100,000,000 Annually”; a 
dealer window decal; a watering 
can sticker that turns free water 
service into a sales maker; printed 
leaflets for consumer distribution: 
a cooling system tester and com- 
parative tubes for making visual 
demonstrations; catalogs, price 
sheets and installation manuals for 
passenger cars, trucks, buses and 
tractors. 

Dealers are being offered a 
choice of three special introduc- 
tory merchandise deals, one made 
up of the new Fram radiator and 
water cleaners, with one for the 
dealer’s own car at a special price, 
the other two devoted to the 
cleaner cartridges. 


@ Dealers have already been 
reached with a four-page mailing 
piece, and two additional pieces 
will be mailed within the next 
two months. Garages, service sta- 
tions and other automotive service 
companies are being signed as 
franchise dealers, which entitles 
them to the company’s dealer aids 
and allows them to be listed in 
their various localities through the 
Western Union Operator 25. 
Jobber salesmen are being of- 
fered 50 Christmas Club merits 
for every radiator and water clean- 
er franchise dealer contract turned 
in through Oct. 1, this being in 
addition to the usual merits given 
for selling any Fram merchandise. 
In addition to this program for 
the new radiator and water clean- 
er, Fram will continue its complete 
engine protection campaign, em- 
phasizing the entire Fram line of 
oil, air, fuel and water cleaners 
Copy will appear in the same 
publications selected for the radi- 
ator and water cleaner campaign, 
and will feature such headlines as 
“Keep your oil and engine clean” 
and “FRAM! World's greatest en- 
gine saver.” This part of the pro- 
motional effort will also be backed 
with a wide variety of displays, 
dealer helps, printed pieces, identi- 
fication markers and sales aids. 
Advertising is placed through 
VanSant, Dugdale & Co., Baltimore 
agency. 


Home Heaters Promoted 


Perfection Stove Co., Cleveland, 
is using 20 magazines and 400 
newspapers to promote its oil and 
gas home _ heaters. Newspaper 
mats, publicity pictures and 
stories, radio spots, direct mail and 
point of purchase materials, and 
information tags to attach to the 
heaters are being provided to deal- 
ers. Under Perfection’s co-op plan, 
the company matches each dollar 
spent by dealers in local promo- 
tion of its heaters. 


Orkin Account to Tucker 

Orkin Exterminating Co., At- 
lanta, has appointed Tucker Wayne 
& Co. to handle its advertising, ef- 
fective Sept. 1. The account, which 
uses newspapers, telephone direc- 
tories and television, was former- 
ly handled by Eastburn-Siegel. 


Prints Electronic Guide 


West Coast Electronic Manufac- 
turers’ Assn. has issued the fourth 
edition of its membership direc- 
tory, containing information on 
plant locations, company officers, 
number of employes, etc. 
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FOR EMPHASIS—To point up McCann- 
Erickson’s foreign service department, | 
Robert R. Dunwody, who heads it in 
Chicago, wore this oriental robe at | 
@ recent staff meeting. With him, and | 
looking over the International Harvester 
ad written in Arabic, is agency v.p. | 
Sidney A. Wells. 


‘All About Baby’ 
Editorial Ads Will 
Go National in Fall 


PHILADELPHIA, Aug. 14—The “All 
About Baby” editorial type co- 
operative ad column now running 
in the Philadelphia Inquirer every | 
Friday will go national late this 
year. 

Mrs. Don Gregory, who estab- 
lished the column on a local basis 
some months ago and who has been | 
able to sell both manufacturers 
and retailers into using it with 
good results, told ADVERTISING AGE 
she has sounded out 22 metropoli- 
tan daily newspapers. Reaction, 
she said, has been good. 

Some of her advertisers, includ- | 
ing RCA Victor and Libby, Mc-! 
Neill & Libby's baby foods, are na- | 
tional. One national advertiser has 
been Bayuk cigars. To promote} 
Phillies cigars, Mrs. Gregory sug-| 
gested new fathers might want to 
smoke these cigars to calm their 
shattered nerves. 


e Mrs. Gregory acts as her own 
advertising salesman, selling men-! 
tions on a 13-week contract basis 
with options for renewal 

She started the column after 
discovering that there is very little 
handy material for new mothers, 
especially on how to save money. 
Consequently, interspersed with 
the advertising “suggestions” are 
such hints as when to feed baby 
bananas, and the like. 

Agency for the column is 
Weightman Inc. here. 


‘Foodini’' to ABC Aug. 25 


“Foodini the Great” starts on 
ABC Saturday, Aug. 25, at 11 to 
11:30 a.m., EDT. The second half 
of the show will be sponsored by 
Sundial Shoe Co., Manchester, N. 
H., through Hoag & Provandie, 
Boston agency. 


Con Donovan Named 

Con Donovan Jr., formerly with 
Fawcett Publications, has joined 
the national ad staff of the New 
York Journal of Commerce. 


$15 BILLION | 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike it rich! A little digging with the right 
tool will pay off big in sales and profits—and 
the right tool to use in the vast Negro market 
is their own Race publications, the newspapers 
and magazines they welcome into their homes. 
No one can afford to overlook a market of 15 
million people spending $15 billion a year on 
every conceivable type of merchandise—e: 
cially when a large portion of this market can 
be claimed at little effort and cost. Negroes are 
intensely loyal to their own publications; gf nu} 
respond to sales messages they 3 
be sure your message reaches "ehis $15 billion | 
market—and reaches it the best way! For full 
details write Interstate United Newspapers, 545 
Fifth Ave., N. ¥., serving America's leading 
advertisers for over a decade. 


ONE EXAMPLE: (05, +, o02cstion, ome 


rich =m ou can’t beat the New ‘Courter 
read by 1,500,000 Negroes tm 4 states each 
olor comics, magazine section, and news 


section help make {tt America’s most complete 
weekly newsparer. Tell the Negro—you'll sel! the j 
1 


an 
ay 


etroit 
eans 


and Detroit's Department Stores 
Know Which Newspaper 


ee aa Gets It For Ti on 


SF te 
ww™ were invested by Detroit Department Stores in advertising 
in The Detfoit News - more than in both other 
Detroit newspapers combined. Linage figures provide equally 


impressive evidence of Detroit Department Stores’ preferences 


he NEWS .. ... 7,887,422 
ees.” FREE PRESS... 3,436,072 
464,940 TOMES .... 4,467,056 


highest weekdoy circulation 
of ony Detroit newspaper 


571,757 


nae de cute Detroit N ews 


A.B C figures for 6-month pertod 


ng March 341951 ez 
fate THE HOME NEWSPAPER 
. 
owners and operators of radio stations WWJ. WWI-FM WWI.TY 
‘Eastern Offices: 110 E. 42nd St., New York 17 —under management of A H KUCH Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Thomas Clocks Opens Drive 

Seth Themas Clocks division of 
General Time Corp., Thomaston, 
Conn., in addition to entering the 
wrist watch field next month (AA, 
Aug. 6), will stage a promotion 
from September to December for 
14 new clocks. Color pages will be 
used in Better Homes & Gardens 
and Ladies’ Home Journal. J. Wal- 
ter Thompson Co. has taken over 
all Seth Thomas advertising for- 
merly handled by Batten, Barton, 
Durstine & Osborn. BBDO re- 
signed the watch portion because 
it conflicted with its Hamilton 
Watch Co. account 


Food Distributors Move 
National Food Distributors 
Assn., Chicago, has moved to 100 


E. Ohio St 


Garrett Signs Telecast 


Garrett & Co., New York, for 
Garrett wines, has signed “The 
Cases of Eddie Drake” TV show, 


over Station WENR-TV, Chicago, 
Fridays, 9-9: 30 p.m., starting Sept 
7, for 52 weeks. Ruthrauff & Ryan, 
New York, is the agency 


Jetters Appoints Brisacher 
Jeffers Mfg. Co., Fresno, Cal., 
has appointed Brisacher, Wheeler 
& Staff, San Francisco, to handle 
consumer and trade _ publication 
advertising of its fishing lures 


Swan-Finch Boosts Manning 


Daniel J. Manning Jr., assist- 
ant purchasing agent of Swan- 
Finch Oil Corp., New York, has 


been promoted to sales promotion 
manager. 


ubbo 


‘TEXAS 
' TEXAS DAILY 


i Population over 71,300 


NTY OVER 100,000 


Avalanche - Journal 


ABC CIRCULATION OVER 46,000 
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‘Grit’ Consumer Buying Study Shows Tide 


Leads for Both Dishwashing and Laundry 


WILLIAMsport, Pa., Aug. 16 
Tide detergent now leads all other 
soaps and detergents for washing 
dishes in the nation’s small town 


market, according to Grit’s 1951 
reader survey of brand prefer- 
ences. 


The 16th annual study is based 
on completed questionnaires 
mailed to the weekly publication 
by 20,682 families. Grit had offered 
its readers $300 in cash prizes for 
the best answer to the statement, 
“I like Grit because...” and ques- 
tions covering the family status, 
brand names of products used in 
the home, planned purchases, etc. 
The questionnaire appeared in 
Grit during February and March 

In 1949, Tide registered 8.4% in 
the soap used for dishes category; 
in 1950 it was up to 15.1%, and this 
year’s figure is 18.3%, just ahead 


of Ivory soap’s 17.3%. In third 
place this year is Dreft, with 
13.6%. A new entry in the field, 


P&G's Joy, popped up in fourth 
place, with 7.8% 


@ In soaps used for the bath, ivory 


maintains the lead it took over 
last year, registering 23.2% to 
Lifebuoy’s second place 17.3%. 
Lux and Camay follow in that 
order, with 16.8% and 10.8%, re- 
spectively. Armour’s Dial, which 


entered the survey with a 4.2% 
rating in 1950, this year is in sixth 
place with 7.5%, following Palm- 
olive’s 8.5%. 

Tide, for the second year in a 
row, leads the home laundry pack, 
increasing its rating from 20.3% 
to 27.3%. In second place this year 
is Duz (12.3%), followed by Rinso 
(11.5%) and Fels-Naptha (9.4% ). 
Although Duz is in second position, 


it has dropped considerably from 
the 20.1% rating it held in 1948 
(when Tide scored 3.2%); and 


Rinso has lost even more since °48, 
when it was ahead of Duz, in first 
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ASS vou want to know how to use the five incom- 


parable DAY-GLO daylight fluorescent: colors to 


make your advertising visible up to four times as 


far—a DAY-GLO Color Consultant can show you 


how... 


P ror COMPLETE INFORMATION ° 


pny-GLO" 


olor Consultants . 


A New Service 


for Advertising Agencies 


°. 


you want to know more Ways to use DAY-GLO 


to make vour read-as-vou-ride advertisements bla- 


zon your messages from early dawn to late dusk — 


make them gain in brightness on dull days when 


other colors are lifeless and lacklustre — you'll want 


to talk to a DAY-GLO Color Consultant . . . 


e) 
3 you want to hear the DAY-GLO story as success- 


ful users have told it to us—want to learn how to 


give your twenty-four sheets, car cards and dashes, 


taxi backs, truck ads, displays and direet mail un- 


rivalled sales punch—a DAY-GLO Color Consul- 


tant is at your service... 


gyn OUT AND RETURN THE COUPQ, Ts 
i 
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SWITZER BROTHERS, INC. 

4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 

LAWTER CHEMICALS, INC. § 
3554 TOUHY AVENUE a4 
CHICAGO 45, ILLINOIS - 
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Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color eard. 
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place with 23.3%. 

Of all Grit families, 62.8% said 
they buy home permanent wave 
kits, and Toni still keeps its domi- 
nating margin, with 76.7%. This 
is off, however, from last year’s 
84.9%. In the No. 2 spot is Rich- 
ard Hudnut, with 6.2%, followed 
by P&G's Lilt, a new entry in the 
survey, with 5.5%. In fourth place 
is Rayve, 3.3%; and in fifth is 
Bobbi (a Toni product), with 1.2%. 


es Among toothpastes, Colgate re- 
mains first with a healthy 54.3%; 
Ipana moved up from 14.7% to 
15.3%, and Pepsodent is up from 
9.7% to 115%. Ammident takes 
over fourth place from Listerine, 
with a 3.6% rating to the latter's 
3.4%. 

In the truck field, 36.0% of the 
families who own trucks said they 
own Chevrolets, with Ford a 
pretty close second, at 33.1%. Of 
all Grit families, 16.6% said they 
plan to buy new trucks. These 
prospects list Chevrolet first, 
which has moved up from 39.2% 
in 1949, to 40.6% in °50 and to 
40.7% in the latest study; Ford 
remains second, with 28.4%, and 
Dodge stays third, with 9.8%. 

In the gasoline field, 83.1% of 
Grit families buy both regular and 
premium gasoline; 55.9% buy only 
regular; 26.5% only premium, and 


17.6% buy both regular and pre- 
mium. In brands of gasoline, 17.4% 
buy Esso: 12.0% buy Gulf, and 
8.0% buy Texaco 


e Among cake flours, Swansdown 
paces the field with 53.0%; fol- 
lowed by Pillsbury, at 16.5%, and 
Softasilk, at 12.6%. In cake mixes, 
Pillsbury leads, with 31.4%; next 
is Swansdown, with 21.0%, and in 
third place is General Mills, at 
17.0%. 

Grit families prefer Camels, the 
study reveals. Camels are in first 
place with 44.0%; Lucky Strike 
is second, with 20.7% ; Chesterfield 
third, at 11.8%; Philip Morris 
fourth, at 7.4%; Kools fifth, 3.4%; 
Old Gold sixth, 3.3%; Pall Mall 
seventh, 3.0%, and Raleigh eighth, 
2.1%. 

Among major appliances, Frigi- 
daire keeps its lead in the refrig- 
erator field, with 18.6%, followed 
by GE (14.5%), Kelvinator (9.1%) 
and Westinghouse (7.1% ) 


Ward Heads BBDO Oftice 
Alan M. Ward has been appoint- 
ed head of the 
Buffalo office 
of Batten, Bar- 
ton, Durstine & 
Osborn, succeed- 
ing the late Stan- 


ley P Irvin 
Mr. Ward joined 
BBDO in 1929 
and was elected 
a v.p. in 1935. Re- 
cently he was 
a creative copy 


, Alan M. Ward 


group head in the 
New York o®fice 
Wildroot, Easy Washer, National 
Gypsum and Timken Roller Bear- 
ings are some of the accounts for 
which Mr. Ward has been copy 
chief. 


Lovick Draper Joins FC&B 


Lovick E. Draper has joined the 
Houston office of Foote, Cone & 
Belding as account supervisor for 
Grand Prize beer. 

Mr. Lovick will | 
handle all phases 
of the account, 
largest in the 
agency’s office 
there. Prior to 
his appointment, 
he was a network 
television account 
executive at 
American Broad- 
casting Co. in 
Chicago, and be- 
fore that was as- 
— with D’Arcy Advertising 
o. 


Lovick Draper 


Arandell Names Brussat V. P. 
Carroll A. Brussat, formerly with 
W. A. Krueger Co., has been named 
v.p. and sales manager of Aran- 
dell Litho Corp., Milwaukee. 
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HOMOGENIZED—General Foods salesmen 
are using this presentation piece to intro- 
duce the new Gaines dog food nationally. 
An 18-month test, sans advertising, 
jumped soles 24.7% on the new product. 


Crow Will Launch 
‘Farm Management 
in January of ‘52 


Los ANGELES, Aug. 15—Crow 
Publications will launch Farm 
Management, a new bi-monthly 
business paper for farmers, in Jan- 
uary, 1952. 

The publication will deal with 
all phases of farm business man- 
agement—finance, human_rela- 
tions, production, research and 
marketing. The decision to intro- 
duce the publication was based on 
results of a two-year study of 
large-scale farming operations in 
the West. 

The recent trend toward special- 
ization has, in some parts of the 
country, resulted in the establish- 
ment of farm corporations or of 
operations similar to the corporate 
type of setup, with a number of 
families living and working under 
ene management. 


a “Farm Management,” said Nel- 
son R. Crow, publisher of the new 
magazine, “will be edited for the 
large-scale farmer who may raise 
one or many crops of all kinds 
Our study shows that, though this 
group represents only a_ small 
percentage of the total farmers, it 
purchases a major portion of the 
farm machinery, chemicals, equip- 


_ Within only three days, 
Pequot Mills received 
1,197 requests fora | 
booklet it offered to HPL 
listeners in New York. 
Not only was the =~ 
cost per inquiry low, — 
the sponsor said, but all 
other media were : 


“far outdistanced’’ by. 

THE ‘omnes wt BL 
PROTECTIVE LEAGUE 
participating program 


ee 4 i * 
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ment and supplies.” 

Mr. Crow, who also publishes 
Western Livestock Journal and 
Western Dairy Journal, has ap- 
pointed Gordon Monfort as editor 
of Farm Management. Mr. Mon- 
fort most recently was director of 
advertising and public relations 
for Cutter Laboratories, Berkeley, 
Cal., and previously was western 
ad manager and director of labor 
relations for Caterpillar Tractor. 

Page size of Farm Management 
will be 450 lines (three columns by 


150 lines in depth). The trim size 
is 9444x1244”. Covers will use 100 
pound enamel stock and _ inside 
pages will use 55 pound stock. 

Herman C. Schimpff, advertis- 
ing manager of Crow Publications, 
will head the ad department of 
Farm Managenent. The publica- 
tion will be represented in Chica- 
go by Peck & Billingslea; in New 
York by Billingslea & Ficke, and 
in San Francisco, Los Angeles, 
Seattle and Dallas by McDonald- 
Thompson. 


easy on the press...easy on the eyes 


International Paper Company, New York 17, N. Y 


INTERNATIONAL PAPERS 


for printing and converting 


americas 


FOREMOST 
TOY TRADE 


Magarine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Morket 
Doto Folder 


||| | meCREADY PUBLISHING 
wh 71 W. 23rd WN. YY. 10 


TERNATIONAL 


TICONDEKOGA 
OFFSET 


For that extra touch in folders, broadsides, booklets, 

displays, reports, books or programs—turn to Ticonderoga 
Offset. You can always be sure of faithful, color-perfect 
reproduction. Try Ticonderoga Offset for lithography or 
sheet-fed gravure printing . . . you'll find it tops in 


ink affinity and economy no matter how short or long the run. 
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Publicist Called ‘Leg Man’ 


Milton M. Enzer, director of 
public relations of Yale & Towne 
Mfg. Co., told the Industrial Pub- 
licity Assn. in New York last week 
that “an industrial publicist is an 
unofficial ‘leg man’ of the press in 
management. He should anticipate 
what the press is entitled and like- 
ly to want to know,” Mr. Enzer 
said, “to enable the press to give 
adequate coverage to events in- 
teresting to its readers.” 


WOR Appoints Jeneson 

George R. Jeneson, on the Chi- 
cago sales staff of WLW, Cincin- 
nati, for six years, has been named 
manager of the Chicago sales of- 
fice of Stations WOR and WOR- 
TV, New York, effective Aug. 27. 


Appoints Seberhagen Agen-y 

Famous Virginia Foods Inc., 
Lynchburg, Va., has appointed 
Seberhagen Inc., Philadelphia, as 
its agency. 
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HEATING PUBLISHERS, 
17 E. 37th St. NEW YORK 16, N.Y. 


GAS HEAT 


COVERS THE PROBLEMS 

OF MERCHANDISING 

SALES - INSTALLATION 
+ SERVICE - 


“MANUFACTURED GAS 


NATURAL GAS « L-P GAS 
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As for $116-a-ton Newsprint 
It May Never Become a Reality 

WASHINGTON, Aug. 16—U. S. 
newsprint mills may not get a $116 
price. Though one firm, Crown- 
Zellerbach, was permitted to in- 
crease its price to that point, others 
are having trouble. 

Good sources say price stabiliza- 
tion chief Mike DiSalle post- 
audited Crown-Zellerbach’s appli- 
cation, and decided it was a mis- 
take. Reportedly he feels the jus- 
tification was achieved by over- 
stating the actual cost of wood- 
pulp. Pricing rules are to be 
changed to prevent others from 
following the example 

The same sources 


say DiSalle 


By STANLEY E. COHEN. Washi 


Editor 


has not given up on Canadian 
newsprint, either. 

While he can't control 
dian prices—and Canada provides 
80% of U.S. newsprint—DiSalle 
remains hopeful that Canada will 
agree to a partial rollback of the 
$116 price put into effect July 1. 

Recent ANPA figures on news- 
print use may be helpful. With 
markets softening, Canadians may 
decide to talk business. 

. e - 

The program to divert additional 
newsprint to “friendly” nations has 
touched off tense behind-the- 


Cana- 


scenes bargaining here. The inter-| 


national materials conference, set 
up to assure minimum needs for 
all “free” nations, says 330,000 


WHEREVER HE GOES THERE’S HELP WAITING. 


No other publication in Canada offers advertisers the 
broad, balanced coverage of the Star Weekly. It backs 


up all of your salesmen... 


and backs them up 


wherever they go in Canada ! 


Every centre is covered. The Star Weekly ofters broad, 


steady coverage of English-speaking Canada, down to 


the smallest hamlet. 


Wherever there are 60 or more 


English-speaking families there's a Star Weekly carrier 


boy 


is backed consistently 


and good Star Weekly coverage. Your sales force 


across the country--with the 


heaviest concentration where the population and sales 


are heaviest 


Readers know what 


they're buying. Star Weekly 


readers pay cash, of their own accord, for each week's 


edition. They buy it because they like it and want it, 


as years of steady growth have shown. 


Advertisers know what they're buying. Advertisers 
know they're getting proven interest when they adver- 


tise in the Star Weekly. 
experience and many keyed 


They know, from long 


tests, how powerfully 


advertising pulls in the Star Weekly. 


Choice of rates, Star Weekly advertisers can use the Star 
Weekly to fit their budget by selecting from different 
sections at different rates. Whether it be one of the two 


Magazine sections, the Rotogravure or Comics, there 


is proven high readership per dollar. 


The Star Weekly offers value —to both advertisers and readers. And that is the reason 
it carries more advertising than any other national publication in Canada! 


Montreal Othce 


the STAR 


WEEKLY 


PUBLISHED AT 80 KING STREET WEST, TORONTO, CANADA 


University Tower 


U.S. Representatives: Ward-Grithth Co. Inc. 


i from Dorothy 


| committee, 
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tons should be diverted to 70 
“free” nations. National Produc- 
tion Authority feels that the U.S. 


cannot spare more than 100,000 
tons. The U.S., as virtually the 
only “have” nation, must give 
something. 


Failure to cooperate with “have 
nots” might be costly when the in- 
ternational materials conference 
turns to copper, tungsten and other 
metals sought by the U.S. 

e e . 

The Federal Communications 
Commission’s investigation of Par- 
amount’s radio and TV activities 
opens a Pandora’s box. The com- 
mission must now decide its at- 
titude toward TV ownership by 
anti-trust offenders, and particu- 
larly by film and theater interests. 
The case could have legislative 
implications. 

FCC's long celay in processing 
transfer applications filed by Par- 
amount under consent decrees ap- 
proved by the Department of Jus- 
tice dramatizes the “pocket veto” 
available to the commission when 
it lacks will or courage to act. Last 
year FCC killed a big TV transfer 
Schiff Thackery to 
Warner Brothers by simply refus- 
ing to act. 

The McFarland bill, long blocked 
in the Hceuse interstate commerce 
would give Congress 
periodic reports on applications 
gathering dust in FCC files. Per- 
haps the McFarland bill will 
emerge. It may even be amended 


| to fix a deadline for handling ap- 


| administration 


plications. 
+ * e 
Defense Mobilization Chief 
Charles Wilson has actively joined 
forces critical of 
the new price law. 
Up to now, Mr. Wilson was de- 


| scribed as a “good soldier,” echo- 


| Korea 


ing administration “line.” Now he 
warns that a ban on slaughtering 
quotas will inevitably bring a 
black market in meat. And he 
lashes out at the Capehart amend- 
ment—permitting manufacturers 
to add all increased costs, includ- 
ing sales and advertising, to pre- 
prices. The Capehart 
amendment, he says, is the worst 
feature of the bill. Predicting 5% 
to 8% hikes in prices, he claims 
there is no workable way for OPS 
to check cost claims of manufac- 
turers. 

Biggest problem is the so-called 
“indirect costs’—like advertising. 
Officials say allocation to indivi- 
dual items can be almost anything 
the manufacturer wants—depend- 
ing on the cost accounting system 
he picks. 

* e o 

The House judiciary committee's 
probe of baseball shifts to broad- 
casting and telecasting. Probers 
say broadcasting by the majors has 
been a serious blow to minor 
leagues, greatly weakening base- 
ball’s structure. 

Meanwhile, a study of boxing is 
shaping up. Three senators were 
on the floor Monday accusing In- 
ternational Boxing Club of “mo- 
nopolizing the game.” Discussing 
troubles of Harry (Kid) Matthews, 
topnotch light-heavy, Sen. Her- 
man Welker (R., Ida.) charged 
that IBC refuses him a crack at 
the championship “because he re- 
fuses to sell a share of his body 
to professional racketeers.” 


os . e 
First steps toward a 1953 Cen- 
sus of Business, Manufactures, 


Transportation and Mineral Indus- 
tries will be taken under Com- 
merce Department's appropriation 
bill, now clearing Congress. 

In asking $300,000 for prelim- 
inary planning of the big census, 
officials said they plan to work 
up mailing lists and question forms 
in time to have information in the 
hands of business men by Jan. 1, 
1953. 

Forms would not be collected 
until 1954. But the early start 
would presumably simplify record 
keeping by business men cooper- 
ating in the census. 
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is New York, Aug. 15—U. S. In- mentioned, U. S. Industrial Chem- Ww 
. 3 dustrial Chemicals Co., a division icals also uses Farm Quarterly, Hesser Gets Brewery Post ve The Money 
eB of National Distillers Products Farmer-Stockman, Kansas City C.D. Hesser has been appointed Ou Save On 
{ Corp., will introduce Wicked Star Weekly, Kansas Farmer, Ken- executive assistant to the general 
4 Willie Weevil, a new trade sym- tucky Farmer, Missouri Ruralist, gh en of — Pe TV FILRA 
bol, in September issues of Pro- Southern Planter and Successful Co., Milwaukee. Ferdinan _— 
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Wicked Willie Weevil Is Going Over Big 
As Trade Symbol for Pyrenone Insecticide 


gressive Farmer and Farm & 
Ranch-Southern Agriculturist in 
a new campaign to promote its | 
Pyrenone grain protectant, an in- 
secticide. The campaign has been | 
prepared by G. M. Basford Co 


Farming. 


E. 1. du Pont Names Five 

Paul E. Munson, New York dis- 
trict sales manager of E. I. du Pont 
de Nemours & Co.'s rayon division, 


Charlotte district sales manager for 
Orlon, and Fred V. Litchfield has 
been given a similar post in Provi- 
dence, R. I. 


off, V. L. Patterson and W. J. 
House have been named sales man- 
agers of the northwest, Gulf and 
south-central divisions, respec- 
tively 


Gladding Names A&C 


8 SECOND sports 


with AUDIO 
as low as 


SPOTS 


To cover more markets without 
increasing the budget have us 
make your TV film commercials. 
Our long experience and com. 
plete, modern equipment assure 
highest quality at big savings. 


27 


A film in color featuring Wicked | has been named Orlon district sales. B. F. Gladding & Co., Otselic, 


Willie Weevil in a series of car-| manager there. Arthur M. Saun-|N. Y., manufacturer of fishing LéT US QUOTE 
. toons will be shown throughout the| ders, Philadelphia district rayon} lines, has appointed Anderson & ON Your 
‘ sales manager, succeeds him. Mr.| Cairns, New York, to handle its NEXT FILM 


Saunders is succeeded by R. H.' advertising effective Oct. 1. C 
icked | Morgan, Charlotte, N. C. Richard Wendell Muench & Co., Chicago, 
$a* |W. Trapnell III has been named | formerly had the account. 


ee \\ hae : ened 
Weevil DAC? Sa 


Write for details! 
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WILLIE BOWS—This two-color ad next 

month will introduce the new Wicked 

Willie Weevil, trade symbol of U. S. In- 
dustrial Chemicals Co. 


— er 4 
country in cooperation with deal- 
ers. Special advertising for dealer: 


' use has also been prepared fea f q Cash ister : ae 
turing Pyrenone as a protectioi | : : 


against corn weevils, and drama-! 
| tizing the sales story with empha- 
sis on Wicked Willie. 
Plans are in preparation for de- | 
DIVISION MANAGER 
BOYLE MIDWAY, INC. ; 
MANUFACTURERS OF AEROWAX ; 


veloping a colored motion picture | 
based on a story of Wicked Willie} 
and his friends and relatives in 
the insect world. It is expected that | 
this will be both educational and 
amusing, and dealers and county 
agents in the South are reportedly | 
enthusiastic about it. | 


s The company may use Wicked! 
Willie as a symbol in all of its | 
future advertising because of the | 


There are approximately 6,350 grocery store cash registers in the KFAB area. They 


way dealers and county agents . . ; 
nod renpended to previews of the Nonsense! Maybe! But it makes sense when you learn more about those cash registers. ; 
4 forthcoming film. : 


In addition to the publications | 


ring up over $423,700,000 every year. A vast majority of those dollars are for sales 
And when you consider the 
low selling cost by using only one BIG station to help make the sales, KFAB becomes 


made for KFAB advertisers. Pretty important money! 


pretty important, too! 


Also, Mr. Grocer is a pretty important man in the KFAB area. When you get to know 


Your product — or your competitor's 
‘ product — must be purchased for every 
New Home. 


him, you get to like him. You learn that he is quick to grasp new merchandising ideas, 
alert to new product possibilities. You start a demand for your product over KFAB and 


Small Homes Guide Readers are serious | 
about the products and equipment that 
will go into their new home. Here is 
4 o@ magozine market where every reader 
is a buyer—where every product mes- 
sage is studied and compored. 
Small Homes Guide Readers are volun- 
tary readers (newsstand sales only). 
They need SMALL HOMES GUIDE — 
they ore builders and planners of New 
Homes. Be sure your product story 
} covers these must buyers of everything 
that goes into a new home. 


The First Publication in the New 
Home Field. 


he will meet you more than half way in seeing that that demand is satisfied. 


nee 


If you have a grocery item, there's space on the grocers’ shelves for it—and the cash 
registers will ring up sales when you put KFAB to work helping create a demand. KFAB 
has one availability now that may interest you. Get in touch with FREE & PETERS or 
phone Harry Burke. 
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Saudek to Direct Ford AM-TV Workshop: 
Young Tells Foundation’s Broadcast Plans 


New York, Aug. 15—Robert 
Saudek has resigned as v.p. in 
charge of public affairs for the 
American Broadcasting Co. to be- 
come director of the Ford Founda- 
tion’s TV-radio workshop. He 
takes on the new job beginning 
Sept. 6 

Succeeding Mr. Saudek at ABC 
is Jack Pacey, publicity director, 
who was named acting director of 
public affairs. Art Donegan will 
issume Mr. Pacey’s post in the 
press department as acting direc- 
tor 

The announcement of Mr. Sau- 
dek’s affiliation with the Ford 
Foundation was made by James 
Webb Young, consultant on mass 
communications, who will have 
general supervision of TV-radio 
workshop activities (AA, Aug. 13). 


e Mr. Young said the workshop 
will produce “culturally mature, 
informative and educational pro- 


pian NOW to arteno THE 


This space courtesy 
nce, 'N 
oi su cuca. © 
Te ae 
cy phovoengeayint 


on film, will be accomplished by cap the shows in any way.” 
explained that if the shows were 
labeled as “educational” or “doc- 
umentary” they would ‘ 
‘something - you - ought -to-know’ 
air” which might reduce the size 
of the audience. 


used, “if and as we believe we need 


* The first radio program, 
“The People Act,” will be heard 
on Sunday afternoons over CBS, 
beginning in November. One tele- 


“wouldn't hesitate on price” 
added that he had under option ‘ 
leading American 
He did not elaborate 
it is hoped the shows “will leave 
will be offered for sale ‘ of knowledge about a 
rate card” and that the foundation i 
will not be named on the programs 


The workshop, Mr. Young con- 
tinued, will have a relatively small 


concerning itself.” 
staff and most of its productions, “because we don’t want to handi- 
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thus offer a solution to broadcast- 
ing stations anxious to meet FCC 
requirements calling for programs 
in the public interest—“and at the 
same time having them in the 
revenue producing commercial 
stream.” 

The shows are to be offered 
without charge to commercial 
broadcasters who will provide time 
to put them on the air. “They will 
then be offered for sale to appro- 
priate commercial sponsors, either 
national or local.” 


PROVED READERSHIP 
~ American 
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Actors Guild Asks 
Stiff Wage Boosts 
of TV Film Makers 


HOLLYwoop, Aug. 14—The 
Screen Actors Guild yesterday 
served new wage and working 
rules demands on Hollywood pro- 
ducers. The demands could exert 
a potent influence on the cost of 
films for television. The guild re- 
cently defeated Television Author- 


ity in an NLRB election to deter- 
mine which group would represent 
all film performers for television. 
As a preliminary to its demands, 
the guild asks that no films pro- 
duced for theater showing after 
Aug. 1, 1948, be released for TV 
showing until the guild and pro- 
ducers reach an agreement on 
what conditions will govern. 
These conditions would appar- 
ently be similar to those asked for 
actors in films produced originally 
for television. In this case, the 


guild says actors should be paid 
an amount equal to their original 
salary when a television film is 
shown for a second time in an area. 
This payment would cover second 
showings in all areas. Similar pay- 
ment is asked for each subsequent 
run. 


@ In the contract sought by the 
guild, the same terms and condi- 
tions reached with motion picture 
producers will be extended to 
television film producers. The 


guild is asking that bit player rates 
be increased from $55 to $100 
daily; the free lance minimum 
raised from $175 to $375 weekly, 
and other changes designed to in- 
crease wages and work available 
to members. 

SAG officials have asked that 
negotiations on their demands be- 
gin Aug. 27. Gains made in the 
Hollywood negotiations will be 
the basis for modifying the guild's 
present contract with New York 
producers. 


If you sell to America’s industrial giant... 
Metalworking ... and want certain PROOF of 
advertising value before you buy space in a 
metalworking magazine .. . this fact is important 
to you: 


American Machinist offers you the certain, com- 
pletely reliable proof you will find in the only 
Advertising Research Foundation Study of a 
metalworking magazine. 


Conducted, tabulated, analyzed, and produced 
by the only media research organization founded, 
controlled, and operated by national advertisers 
...members of the AAAA and ANA... this 
study gives you the kind of dependable facts 
you've long wanted as a guidepost in media 
selection. 


It also gives you exciting evidence of why ... in 
selling to America’s biggest industrial market. . . 
advertisers invest more advertising dollars in 


American Machinist than are invested in any 
other metalworking magazine. It gives you 
PROOF of intent, cover-to-cover readership by 
28,000 metalworking men with real buying power 
in this $100-billion-a-year manufacturing indus- 
try. Copies of this study are available to you 
through your nearest American Machinist rep- 
resentative. 


The facts will tell you: when you want to do more 
business with America’s basic industry . . . con- 
centrate your advertising in American Machinist. 
Don’t buy less... when only American Machinist 
offers you the proved readership of 28,000 man- 
agement-concentrated, production-minded, met- 
alworking men. 


Before you advertise in any other metalworking 
magazine ... make sure a full schedule in 
American Machinist is selling this giant indus- 
try’s production executives for you . . . with peak 
impact and at low cost. 


The John E. Lutz Co., 
435 4. Michigan Ave., 
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American Biltrite Sets Ads 


American Biltrite Rubber Co., 
Trenton, has scheduled its most 
extensive campaign to date for 
Amtico rubber flooring, with half 
and full-page color ads set for 
House Beautiful, House & Garden, 
Life and The Saturday Evening 
Post, running through most of 
1952. Trade publications also will 
be used. Al Paul Lefton Co., Phila- 
delphia, is the agency. 


Erickson Joins ‘Life’ Sales 

William G. Erickson Jr., former- 
ly branch manager of Airkem 
Sales of Detroit, has joined the ad- 
vertising sales staff of Life Inter- 
national, New York. 


Brenner to Rowe & Wyman 
Wm. Brenner Furniture Corp., 
Cincinnati, has appointed Rowe & 
Wyman Co, to handle its merchan- 
dising, and consumer and trade 
publication advertising. 


By PETE McGILLEN 
Outdoors Editor 
The Toronto Telegram 


Throughout Canada and the 
United States, movie-goers hove 
thrilled to the speed and strength 
of the salmon as they leap over ; 
and up waterfalls. This same habit 
is common to the rainbow trout 
(steelhead), and to a lesser degree 
to the pickerel and the common j 
sucker 14 


( 
What most people cannot under i! 
stand is why the salmon and the ! 
steelhead alwoys choose the spot ! 
where they hove the best chance ! 
of getting over the dam or water j 
foll. They marvel of the foct that } 
salmon will jump through the white | 
tumbling water of a cascade and 
land on a water splashed ledge, 
then jump again and clear the 
waterfall People believe they jump if 
blindly That is not true The j 
salmon ond the steelhead both 
poke their heads out of the fost 
water at the base of a waterfall, 
and assess the possibilities of get |! 
ting over before they jump | 
| 


This holds true of the hordes of 
silvery Atlantic salmon that swarm 
each yeor up the Humber river in 
Newfoundland, and up the Saque 
nay river in Quebec This is also 
true of the rainbow trout, the | 
nome given to the fish thot is | i 
dubbed o steelhead when it comes iny 

! 
| 


in from the ocean to spown in the 
streams of New Brunswick 


At Nicholson's dom on the Not ; 
towasago river neor Alliston, On 
torio, the rainbows sweep upriver 
from Georgian Bay to spown in i 
the upper reaches of the river in | 


spring. Anyone who visits the dam 
along the highway and who watches 
closely, will see the rainbows tok 
ing o ‘looksee’’ before they make 
their jumps 


Pete McGillen is always glad to | 
hear from admen planning o hunt 

ing or fishing trip. Drop him a line 
and he'll tell you all about the ' 
grand places up here, places where 
you'll have the time of your life! 
Maybe he can even go along with \ 
you. Write Pete McGillen, The ' 
Telegram, Toronto |, Canada | 


Now you con buy concentrated 
colored comic advertising in j 
Conado's richest market The 
WEEKEND TELEGRAM will be on 
the newsstands and in the homes } 
for the first time on Saturday, Sep ! 
tember 6th This new medium with ’ 
its coverage of Canado's major 
morket, chonges the entire media 
picture in Ontario. It is a develop | } 
ment that merits a re-appraisal of 
your advertising expenditures in 
Ontario | 


SF 


THE TELEGRAM 


TORONTO 1, CANADA 
U. S. REPRESENTATIVES 
O More & Ormsbee 


420 Lexington Ave 
Chicago, 11! New York, WY 
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Three Name Woodard & Voss | Prizes Concern Formed = (Q, Will’‘'Woman’s Day’ Raise Ad Rates? 
Woodard & Voss, Albany, has Lloyd Maritz EnterPrizes, a divi- 
been appointed agency for the fol-| sion of Maritz Jewelry Co., St. A. Yes. And Its Price Is Going to 7¢ 
i lowing accounts: Fairdale Farms,| Louis, has been formed at 411 N. 
4 Bennington, Vt. (to promote milk] 10th St. The organization will spe- New York, Aug. 14—Woman’'s Reporters who covered the Wo- 
} route sales); McCreary Machine} cialize in merchandise prizes for Day, the A&P’s magazine, made it man’s Day announcement were 
> Works, Cohoes, N. Y. (trade pa-| sales contests and other employe a 3-in-1 announcement yesterday: | handed a list of questions and an- 
7 we — direct — wd synthetic and dealer incentive campaigns. 1. Effective next March, the bkw | swers prepared by Mr. Ryan. 
bas. aber Crying and setung equip- page rate will go from $9,330 to Here’s how they went: 
t . Y: —— eS. nd Redmond, Botway Join WHOM 10500, and four-color from $12,- j 
+ noweeper a pong Edward R. Redmond and Benja- 970 to $14,500. e “Q. Why has the 7¢ price now 
: dresses). ; “|min E. Botway have been named 2. The circulation guarantee will been established for A&P stores? 
/ executive sales seer gy = jump from 3,600,000 to 3,750,000 “A. We think it is a perfect price 
manager, respectively, o ation at the same time for its main and most important 
i Si . . nee We e . s é « S é 
PY Sick of Bum Art, high prices? tents Beare te ee eee 3. The cover price will go from channel of sales. 
- >» associate ener? "is a i “ . ° 
\\j, $1 buys the prestige of top agenc, «rt | door Advertising Co. 5¢ to 7¢ this October. |; “Q. Do you think 7¢ would be 
Wi; for your ad under our repro plan. Select Jerry Ryan, v.p. in charge of|}a good price on general news- 
, from 4000 subjects, pay | : : advertising, attributed the rate rise | stands? 
R athe foronel ag hw eon oo i to the “constantly increasing cost} “A. Probably not. On general 
cvogns cr I . « 09 ans m 
Ad Mgrs abe for free | Ill., has promoted E. G. May to of everything that goes into the | newsstands, because of the mul- 
brochure. STIVERS STUDIO | director of sales and Robert B. Production of a magazine prop-|tipie coins required, it would be 
oF mam Si. ° San haNcNce sca". | Parks to sales manager. erty. !an awkward price. In Woman's 


“BRANDS YOU KNOW" 


Use this key 
to key Western markets 


BRANDS YOU KNOW is the /ow-cost group-couponing plan for penetra- 
tion of first-line Western markets. There's still room for additional participants 
in remaining mailings scheduled for 1951, so we invite your immediate 
inquiry. Costs are on a sliding scale, dropping to as little as $6 per 1,000 mail- 
ings when the maximum of 6 coupons are included in a mailing. Four coupons, 
$8 per 1,000 mailings; 5 coupons, $7. Cost includes coupons and printing in 
3 colors, front and back, envelopes in 2 colors, addressing, stuffing, sealing, 
mailing, and postage. Participants supply art work only —deadline 15 days 
before matling date. All products represented in a mailing are non-competitive, 
accepted on a first-come, first-serve basis. 


IMPORTANT GROCERY-PRODUCT MANUFACTURERS who are 
now using the BRANDS YOU KNOW Plan: 


Albers Milling Co. Durkee Famous Foods 
American Home Foods, Inc. Fisher Flouring Mills Co. 
Best Foods, Inc. M. J.B. Co. 
Colgate-Palmolive Peet Co. Purex Corp., itd. 


ae ° Brands You Know guarantees mailing dates. 


= 


e Brands You Know guarantees payment of return 
postage on all non-delivered mailings. 


cf ee " 

ii e Brands You Know sends two “Dealer Letters” and a 
coupon redemption poster in advance of each mailing to 
independent and wholesale grocers, voluntary groups, 
chain store headquarters. 

7 
TIMETABLE OF NEXT BRANDS YOU KNOW maitines 
; San Francisco-Peninsula-East Bay San Diego Ares. September 28. | 55,000 
Area. September 14. 525,600 homes in San homes in San Diego (including County of 
Francisco, San Mateo, Alameda, Contra San Diego) 
Costa € es, and city of P. 
Anes Cnn, Ana OF SUD es Los Angeles Area. October 12. 1,100,000 
~ Pacific Northwest Area. September 2! homes in Los Angeles County 
$10,000 homes— 150,000 in Portle (Mult- 2 . 
nests aang ary California Valley Towns Area Octo 
nomah County, Ore., Clark County, Wash.), . : 
: ber 19. 310,000 homes in Sacramento, 
60,000 in Spokane (Spokane County), 300,- 
; pe ‘ 4 Stockton, Modesto, Merced, Fresno, Bakers 
J 000 in Seattle-Tacoma (King, Pierce, Kitsap, = 
y Th P held (includes Sacramento, Yolo, San Joa 
vepaniiesimaness quin, Stanislaus, Merced, Fresno, Kern, 
5! Salt Lake City Area Seprember 28. 115,- Madera, Kings, Tulare Counties). 


000 homes in Salt Lake City, Provo, Logan, 
(includes Salt Lake, Utah, Weber, 
Cache, Davis, Morgan Counties 


and Ogden 


PHONE, WRITE, OR WIRE YOUR RESERVATIONS! 


! 
| 


| Day’s main channel of sales it rep- 


resents the punch of a 7¢ key in- 
stead of a 5¢ key. 

“Q. Do you have in the back of 
your minds going from 7¢ to 10¢ 
after a while? 

“A. Definitely 
seeable future. 


not in the fore- 


e “Q. Do you have to raise your 


price to both readers and adver- | 


tisers? 
“A. Yes, in order to be fair to 
both. We will give advertisers) 


more readers who will pay more 
for a bigger Woman's Day. 


“Q. Do you think the others in| 


the category of magazines sold 


presently through grocery stores 
at 5¢ will increase their cover} 
price? 


“A. There is no factual way of 
answering this question. We don’t 
know. 


“Q. Isn't 7¢ a unique price for a| 


magazine? 
“A. The 


multi-million circulation, or small 
circulation, has been sold for 7¢ 

“Q. How do you expect the new 
cover price to affect your future 
circulation? 

“A. We were faced with the 
same question in 1947, when we 
went from 2¢ to 5¢ and we found 


that a bigger and better maga- 
zine enjoyed bigger and better 
sales. Our increased circulation | 


guarantee, effective March, 1952, 
indicates our strong confidence 
that history will repeat itself. 

“Q. What was the greatest cir- 
culation Woman's Day had at its 
2¢ price? 

“A. The 
issue of January, 


last issue at 2¢ was the 
1947. 


best information avail- | 
able indicates that no magazine of | 


This issue 
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sold 2,820,000 copies. 

“Q. What happened to the first 
issue sold at 5¢—the issue of Feb- 
ruary, 1947? 

“A. It sold in excess of 2,870,- 
000 copies. 


e “Q. What issue of Woman’s Day 
sold the greatest number of copies 
at 5¢? 


“A. The March, 1951, issue, 
which sold slightly more than 
4,000,000 copies, ABC. 


“Q. Has Woman’s Day had any 
experience with a 10¢ price? 

“A. Yes. In September, 1945, the 
magazine was placed on sale for 
10¢ on newsstands in Denver, 
Colo., and subsequently in other 
Colorade communities. (There are 
no A&P stores in Colorado). This 
provided a testing laboratory 
where the magazine continued to 
sell all the copies we could sup- 
ply at 10¢. 

“Q. Has Woman's Day ever sold 
for 15¢? 

“A. Yes, in February, 1951, 
Woman's Day’s price was changed 
from 10¢ to 15¢ in Colorado, and 
as the number of copies supplied 
to Colorado increased, the maga- 
zine continued to sell handsomely 

“Q. Has Woman’s Day any in- 

tention of expanding to sell in 
other states, on newsstands, where 
| there may or may not be A&P 
| stores? 
“A. Since 
| Colorado, as we 
testing laboratory. 
present intention 
that testing lab 
states.” 


1945, we have used 
said before, as a 
We have no 
of extending 
to any other 


| 


Sterling Handles TV Shorts 

Sterling Television Co.. New 
York, has been named TV dis- 
tributor of Telenews Productions’ 
short subject films. More than 50 
completed films, and all future 
| Telenews shorts, will be handled 
by Sterling. 


Wine Corp. Sets TV Mystery 
Wine Corp. of America, Chicago, 
for Mogen David wine, has signed 
to sponsor “Charlie Wild, Private 
Detective,” over the ABC-TV net, 
Tuesdays, 7 p. m., starting Sept. 11. 
The 26-week contract was placed 
through Weiss & Geller, Chicago. 
| 
_Appeints Reich Sales Head 
C. David Reich, formerly with 
Reeves Bros., has been named sales 
manager of the newly created 
| northeastern district of the indus- 
| trial thread division of Be'ding- 
Corticelli, New York 


*Run-of-paper 


WRITE, WIRE OR PHONE FOR YOUR COPY! 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. > CHICAGO 7, ILL 


NEW YORK .« Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES + Reilly Plostictype Div 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div. 
NEW HAVEN + New Hoven Electrotype Div 
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Spray-Type No-If 
for Athlete’s Foot 
Bows in Philadelphia 


PHILADELPHIA, Aug. 15—Pure 
Drug & Chemical Corp., New York, 
is introducing its new No-If Spray 
Mist for athlete's foot, tired and 
burning feet and as a foot deo- 
dorant in the Philadelphia market 
with a six-week test in drug and| 
department stores, using television 
and radio. 

No-If, which comes in 4-ounce 
aerosol bomb cans wrapped in tur- 
quoise blue, pink and white labels, 
got its baptism on television sta- 
tion WPTZ by sponsoring the 
“Mrs. Philadelphia” contest for a 
half-hour each week. In addition, 
during the six-week period, which 
will end the second week of Sep- 
tember, the company is partici- 
pating in a cooperative radio show 
on KYW. Radio and _ television 
spots are supplementing the two 
shows 

Following this initial test and 
with expansion of distribution in 


| ply. 
|national distribution and adver- 


all U.S. markets, the company will 
go national with its new and| 
unique product. As each market is | 
opened next fall and winter, full- 
page newspaper copy will herald 
the arrival of No-If. These will be 


NO-lF 


My feet ore my fortune.” soys 


spray errwer to toot health 


yey ser trom athletes foot, or 


vo be 
recommended by aeny pry means 


teat begins trom the qrovnd op 
Foot health begins « 


NO-IF 


t you suffer trom athiete 1 toot! 


py tat Puae DeUO & Cwtaucar COMPORATON 
Any OF UTED OTE & CHEMICAL CORPORATION 


followed by smaller space and 
radio and television spots for an 
indefinite period of time. 


e@ Pure Drug & Chemical Corp., 
a subsidiary of the United Dye & 
Chemical Corp., has allocated ap- 
proximately $100,000 for national 
promotion through the end of 
the vear. All newspaper ads have 
been prepared, radio spots have 
been recorded and television film 
spots have been produced by the 
company’s agency, Lohmeyer- 
Adelman of Philadelphia. 

All advertising will preach “foot 
health” by using No-If as a quick 
spray. The containers sell for $1.89 
and are expected to last about a 
vear under normal conditions. 

In addition to the foot spray 
Pure Drug & Chemical Corp. ex- 
pects to bring out on the consumer 
market in mid-fall a 4-ounce fire 
extinguisher for the home based 
on the aerosol bomb principle. The 
name of the extinguisher has not 
been disclosed. 

The No-If product, which is her- 
alded as completely new, was de- 
veloped over a period of years by 
James Mugford, v. p. and general 
manager of the company. 

The company’s executive offices 
are at 285 Madison Ave., New 
York, but its plant is in Chester, 
Pa 


ZADENOL INTRODUCED 

Canton, O., Aug. 14—Super Za- 
denol, a new vitamin-mineral diet- 
ary supplement, has been intro- 
duced here in a test campaign by 
Zaiden Co., Pittsburgh. 

The company selected Canton 
for the test because the market 
gets “blanket coverage by tne 
Canton Repository and Station| 


WHBC, and because of the high 
concentration of average American 
families who spend 21% more for 
drug products than the country 
average.” 

Super Zadenol tablets and liquid 
are both fair trade priced at $1.69 
—although the 8-ounce bottle con- 
tains an eight-day supply and the 
tablet box contains a 16-day sup- 
The product is slated to get 


tising. 


FCC Grants TV Power Hikes 
The Federal Communications 
Commission has approved applica- 
tions to increase power of 41 of 
the 107 TV stations in the U. S. 
Four requests are still pending. 


WCBS Names Kelleher 

Robert Kelleher, formerly of 
The Tablet, Catholic weekly, has 
been named assistant promotion 
manager of Station WCBS, New 
York. 


Better Merchandising Stressed at Meeting 
of National Food Distributors’ Assn. 


Cuicaco, Aug. 14—The impor- 
tance of better merchandising and 
sales ideas was stressed here to- 
day at the 24th annual National 
Food Distributors’ Assn. conven- 
tion, exhibition and sales confer- 
ence at the Hotel Sherman. 

Keynoting the meeting, Thomas 
A. Cuneo, president of NFDA and 
head of Ronco Foods, Memphis, 
said food distributors can expect a 
favorable volume of business for 
the coming months. Tonnage dur- 
ing the past year was up, and in 
most cases the increase was con- 
siderable, although profits after 
taxes were lower, Mr. Cuneo said. 
“I believe this condition will con- 
tinue for some time to come.” 

Leigh Foods Inc., New York, 
disclosed at the exhibition that its 
Flamingo frozen juice concentrate 


will receive an extensive consum- 
er campaign, starting in Septem- 
ber, which will be built around a 
premium offer of a wall-type can 
opener. The premium offer, ac- 
cording to Milburn McCarty, v.p. 
in charge of public relations, is 
the first to be offered by a frozen 
juice processor. 


WSYD Joins Mutual 

Station WSYD, Mount Airy, N. 
C., owned and operated by Mt. 
Airy Broadcasters, has signed an 
affiliation contract with Mutual 
Broadcasting System, effective 
Sept. 1. 


Resigns Bingham Pump 


Nelson, Carvel & Powell Adver- 


tising Agency, Portland, Ore., has 
resigned the account of Bingham 
Pump Co. there. 
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Three Stations Name Meeker 
Robert Meeker Associates, New 
York, has been named national 
representative of Stations KVOS, 
Bellingham, Wash.; KPQ, Wenat- 
chee, Wash., and KWIE, Kenne- 
wick-Pasco-Richland, Wash. 


WTOR, Torrington, Moves 

Station WTOR, Torrington, 
Conn., has moved to new studios 
and offices at its transmitter loca- 
tion on Perkins St. 


Resigns Mason Root Beer 

The Chicago office of Rogers & 
Smith has resigned the Mason & 
Mason root beer account, Chicago. 


ADDRESSING Service 


Capable of Handling Unlimited Quantity 
Offers: + 


1,267,706 MIDWEST UNIT FARM PAPER SUBSCRIBERS 
RAISE 92% MORE CATTLE THAN NATIONAL FARM AVERAGE 


From the feed lots of the Midwest 8 states, 
where cattle from the ranges are fattened for 
the market, come a large majority of the steaks 


marked “U. S. Choice.” 


In this richest of farm markets are more than 


It’s the “U.S. 
Market for Sales 
to Farmers 


MIDWEST OFFICES AT 
250 Park Avenue, New York. 
Madison Street, Chicago . . . 542 New Center 
peg anh mon 
cisco... 1324 Wilshire Boulevard, Los Angeles. 


Choice” 


25,750,000 head of cattle. 
served by the five locally-edited publications 
of the Midwest Farm Paper Unit whose 


It's the market 


1,267,706 subscribers raise 92 per cent more 


cattle than the national farm average. 


A U. S. Bureau of Census survey offers convincing proof that the 


Midwest 8 states are the U. S. Choice market for products and services 


you have to sell to farmers. Get the Census Bureau facts to analyze 
your sales potentia! ere. Let Midwest Unit Farm Papers—the publi- 
cations that are a 3-to-1 choice over any national farm magazine — 


help you realize that potential. Midwest Unit advertising 


MIDWEST 4 UNIT 


NEBRASKA FARMER « PRAIRIE FARMER + THE FARMER + WALLACES” F 
FARMER &IOWA HOMESTEAD + WISCONSIN meen: eee 


is a one package proposition—one order, one plate 
at a substantial savings in rates. 
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ROBERT W. RICHARDSON 

Cuicaco, Aug. 14—Robert W 
Richardson, 61, advertising di- 
rector of American Family Maga- 
ine here, died Aug. 11 in suburban 
Berwyn following a three-month 
illness 

Mr. Richardson began his 40- 


year advertising career as a space 
salesman for Review of Reviews, 
of which he later became western 
advertising manager. He then 
served on the sales staff of the 
original Pictorial Review and Cos- 
mopolitan 

In the early "30s Mr. Richard- 


WA 


A well known Chicago publist 
ears and employing about 80 p 
to a man, 30 to 45 years of age 


pate in top level management res 


accustomed to making decisions 
We publish self-help books ar 


sold | nail and through distribu 

Please submit pertinent inform: 
requirements. All replies w be tb 
20 EI u St 


PUBLISHING EXECUTIVE 


business and be thoroughly qualified by actual experience to partici- 


He must be a careful thinker an 


Box 7945, ADVERTISING AGE 


NTED 


iing house, established for over 40 
»ple, offers an unusual opportunity 


id in all phases of the publishing 


ponsibility 

d planner, able to get things done 
is well as be sales-minded 

id home study courses. These are 
tors throughout the world 

ition in full detail, also state salary 
veld in strict confidence 


son joined Macfadden Publica- 
tions where he remained for 15 
years, first as a space salesman for 
Liberty and, for the last five years, 
as western advertising manager. 

Before being appointed adver- 
tising director of American Family, 
Mr. Richardson was an account ex- 
ecutive with Foster & Davies, 
Cleveland agency, and later repre- 
sented a New Orleans radio sta- 
tion. 

Mr. Richardson was formerly 
president of both the Agate Club 
and the Western Advertisers Golf- 
ers Assn 


QUINCY BRACKETT 

BooTuspay HARBOR, Me., Aug. 14 
—Quincy A. Brackett, 66, a radio 
pioneer and co-founder of Station 
WSPR, Springfield, Mass., died 
here Aug. 11. 

Mr. Brackett went to Spring- 
field in 1921 to start production 
of radio receivers, transmitters 


in organizing WSPR. He was sta- 
tion president until last April. His 
son-in-law, Alan Tindal, succeeded 
him then, Mr. Brackett becoming 
vice-president. 


WILLIAM C. WARD 

Toronto, Aug. 14—William C. 
(Charlie) Ward, 56, a member 
of the display advertising depart- 
ment of the Toronto Globe and 
Mail, died at his home here Aug. 

Mr. Ward joined Stovel Pub- 
lishing Co., Winnipeg, in 1922, and 
for several years was its adver- 
tising manager. In 1932 he joined 
the Mail & Empire here and later 
was on the staff of the Globe. Af- 
ter the merger of the two dailies 
in 1936 he served in the ad de- 
partment. 


JAMES McAFEE FLOYD 


Da.uas, Aug. 14—James McAfee 
Floyd, 50, advertising director of 


Chicago 11, Illinois 


and allied equipment for Westing- the Lone Star Gas Co. and presi- 
house Electric Corp dent of the Dallas 
In 1935, he joined Lewis Breed League, died Aug. 


There are Two Important Changes 


Copyrucnt 1961 
Kedbous Magsene 


on the cover of 


nov perro’ 


PRICE INCREASE 
Effective with the August issue, Redbook’s cover price goes 
to 35. There are two significant facts about this increase : 

It reflects the tremendous strength of Redbook’s circula- 
tion, a vitality which has encouraged us to believe that the 
increase will entail no important circulation loss. 

It is further evidence of Redbook’s belief that. in the face 
of rising publishing costs. the reader is more than willing to 
accept a share of the increase — providing the magazine is 
really important to him, We know Redbook enjoys that posi- 


tion with its target audience. 


MARKET IDENTIFICATION 

The other important change on Redbook’s cover is the addi 
tion of the phrase “The Magazine For Young Adults” under 
the title. 

\s Redbook’s editorial focus has sharpened on the vital 
18-to-35 market. Young Adult readers have responded by 
the thousands. 

We are now making official what has long been solid fact: 
and by clearly labelling the contents of the magazine. we 
hope to increase, still further, the high percentage of Red- 
book readers in your best market age brackets—the Young 
Adult vears from 18-to-35. 

All of this means: —an ever-better, more productive me- 


. ° ' 
dium for your advertising! 


THE VITAL YEARS 


oung 


37 39 41 43 45 47 49 51 53 55 57 59 61 63 65 67 69 71: 73:75 77:79 2? 2? ? 


Adults 


THE VITAL MARKET 
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mined causes. 

He was to have presided at the 
Ad League's Friday luncheon the 
day he died. Mr. Floyd was strick- 
en at home the day before with 
severe abdominal pains, and a 
physician administered a sedative 
He never regained consciousness. 

A graduate of the University of 
Texas Law School, Mr. Floyd 
joined Lone Star Gas in 1940 in 
the legal department, subsequently 
switching to advertising. He was 
publicity chairman for the Com- 
munity Chest drive 


EDWARD E. COLLINS 

Cuicaco, Aug. 14—Edward E 
Collins, 66, publisher and editor 
of Hines Insurance Counsel, died 
last Friday in Presbyterian Hos- 
pital here. 

Mr. Collins had been with Hines 
since 1925, and became publisher 
in 1933. Before that he was as- 
sociated with Martindale-Hubbell, 
Summit, N. J., law directory pub- 
lisher. 


WILLIAM F. METTEN 
WILMINGTON, Dev., Aug. 14 
William F. Metten. 80, retired 
business manager of the Wilming- 
ton News-Journal Co., died here 
Sunday at Memorial Hospital 
following a heart attack at his 

home on Aug. 10 

Mr. Metten was publisher of 
the Wilmington Every Evening be- 
fore it was merged with the Eve- 
ning Journal in 1933. Then he be- 
came business manager of the 
News-Journal Co. which pub- 
lishes the Journal-Every Evening 
and the Morning News. 

His newspaper career began in 
1893 when he was employed a 
a printer with the Philadelphia 
Inquirer. 


D. ALLYN GARBER 

New York, Aug. 14—D. Allyn 
Garber, 61, former v.p. and a di- 
rector of the Chilton Co., and edi- 
tor of Department Store Economist, 
died Aug. 9 after a long illness 

An alumnus of the University of 
Pittsburgh, Mr. Garber was edi- 
tor of the Department Store Econ- 
omist from 1941 until February of 
this year. Before that he was with 
Boggs & Buhl, Pittsburgh depart- 
ment store, serving successively as 
advertising manager, v.p. and pres- 
ident 

At one time he was general sales 
promotion manager of National 
Department Stores, and for five 
years he was advertising director 
of the Pittsburgh Press 


MORGAN C. ALDRICH 

HARTFORD, Aug. 14—Morgan C 
Aldrich, president of Morgan C 
Aldrich Advertising Agency here, 
and his wife were killed Aug. 11 
when the sports car in which they 
were riding was struck from the 
rear by an automobile, and they 
were thrown to the road. 

Mr. Aldrich, 55, specialized in 
home furnishing promotions for 
Hartford department stores 


CHARLES SEAVER 

Detroit, Aug. 14—Charles Sea- 
ver, 67, specialist on manuals and 
film scripts for business instruc- 
tion and armed forces training for 
the Jam Handy Organization, died 
suddenly Aug. 6 of a heart at- 
tack in his home here. He was for- 
merly a partner in the Seaver- 
Brinkman advertising agency 


Britt Named Needham V.P. 


Steuart Henderson Britt, for- 
merly director of personnel of 
McCann-Erickson, has been ap- 
pointed v.p. and director of re- 
search of Needham, Louis & 
Brorby, Chicago 


Livingston Is Durstine V.P. 
Norman S. Livingston will re- 
sign as director of commercial pro- 
gram operations at WOR-TV to 
become a v.p. of Roy S. Durstine 
Inc., New York, on Sept. 17 
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EAT PERFORMANCE 


A good salesman can sell almost anything . . . once. 


But it takes a good product to keep customers com- 


ing back for more. 
The same thing is true of advertising media. 


Advertisers keep coming back to media that get 
results . .. media that consistently move people and 
move goods. 


Following is the story of 613 advertisers who have 
used Country Gentleman for repeat performances 
—year after year, up to 41 years—in selling their 
products. These advertisers have helped make 
Country Gentleman... 


FIRST AMONG FARM MAGAZINES— 
12™4 AMONG ALL MAGAZINES — 
IN ADVERTISING REVENUE,., 


Are Our Farms Ready 
For All-Out War? 
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1613 advertisers who have used Country 


' No. No. y 
as Advertiser of Yrs. Advertiser of Yrs. Advertiser of & Advertiser of Yee 
American Telephone & Telegraph Company 41 Studebaker Corporation, The 22 Brand P. . i 
é ai : 1 . St , tion, The 22 eony Farms, Inc. 11 Maico Company, Inc., The 8 
ney hag ae meee > Fe ~— searing Company, The ~ are <5" Wallace ll Minnesota Mining & Mfg. Co. 8 
: ‘ Comps » Inc., S. L. d ckerman Nurseries 2 untings’ Nurseries, Inc. 11 Moss Company, The 
; Burpee Company, W. Atlee 40 Arvin Industries, Inc 2 : Seelent C3 ee Se 8 
: Deere & Company 40 Baldwin eed Oo. ‘A. Dd Fs east ~ sieeeitied +H —— , Sealneote a i 4 
Good y« ar Tire & Rubber Company, Ine. 40 Barrett Div. (Allied Chemical & Dye Corp 21 Fox River —— Company 14 ey 1 ae acme Ceapeniaeas : 
ase ay hae awe ° H. ta 40 Ethyl Corporation 21 Great Atlantic & Pacific Tea Company, The 11 Rilco Laminated Products, Inc 8 
we ae Me _ phe a oe A nie = Ane eet a eg — = pe Manufacturing Company, H. D. 11 St. Petersburg Chamber of Commerce 8 
ate a. 3 ards Us« rr JS ariey-Vavidson Moto 0. 2 “wis- 2 C : smi N > Ga 
a Carbide and Carbon Corporation 39 Hess & Clark, Inc., Dr. 21 neat ty 5 ed The il Watt jew ate nll 8 
Allen Company, W. F. 38 Lever Brothers Company 2 P Se C anew Goeesan WW M ’ Pai ~ * . ~ 
; Louden Machinery Company, The 38 Martin Steel Seedeate Corporation 3 Rototiller — — it Connaiieal Products (hott Deirte Core 7 
8 . ae ,' y i " \ ’ . é s (Ne airies Corp 
— y wetness rans ( — Inc. ; 38 Oldsmobile Division (General Motors ( orp.) 21 Sealed Power Corporation 11 Continental Motors Corporation ' 7 
. : ’ ~ . Re ) ver & - action Mfg. Co. 38 Pontiac Division (General Motors Corp.) 21 Wiss & Sons Co., J. 11 Domestic Sewing Machine Company 7 
- ee See Senne, John / = Benth htantenn Nese a = Sen ee Utensil Company 10 ow Chemical Company, The 7 
Sti Nurse , : S ! an Nurser) 2 merican Thread Company 10 ‘airyfoot, Inc. 7 
United States Stee! Corporation 38 Spool Cotton Company 21 Arvey C 7 ¥ ‘ i . 
} 38 s } »mpany 2 »y Corporation 10 Fischer Nurseries 7 
+ ang > a ome 3 St cl seca . = ae —* Company 10 Frigidaire Division (General Motors Corp.) 7 
Pairbanks-Morse & 37 Sunbe: orporation 2 oley Manufacturing Company 10 Geuder, Paeschke, & Frey Co. 7 
. — - wchinery ~——— 37 Westinghouse Electric € orporation 21 Gravely Motor Plow & Cultivator Company 10 ianen the. : ; — ; 
— me “rm vey ~ Joseph 4 —— Saw Mill  — hinery Company 20 ey Company, Frederick io International Nickel Company, Inc.. The 7 
Tudso otor Car Co. 37 Aude ompany, The 20 ulman & Company 10 Jergens Company, The Andrew 7 
Kellogg Company, R. M. 37 Clark-Cleveland, Inc. 20 Lipton, Inc. (S f sidix ve 3 . jlass Mz fac i ; t 
Owe nsboro Ditcher & Grader Co., Ine 37 General Mills, Ine 20 Nat fool —— eieteimeean i. one hy ty cacenaig 7 
Case Company, J. 1 c 36 Hauck Mfg. Company 20 Noxzema Chemical Co. 10 Mutual Life Insurance Co. of New York 7 
Champion Spark Plug Company 36 Ke ndall Company, The 20 Seiberling Rubber Company 10 National Cotton Council i 7 
: em eorotag 8 — = eee Products ¢ ompany, The 20 Speedex Garden Tractor Company, The 10 Seaman Motors, Inc. 7 
= Olds Good Cat te : — : axidermy = 7 ae > ( ee ag 20 Stearns & Foster Company 10 Smith & Company, D. B. 7 
a ne = I om a Se A 36 urolator Products, Inc , 20 Young, Inc., W. F. 10 Speed Queen Corporation 7 
American Field Seed Company 35 Rosenthal Corn Husker Company 20 Bankers Life Company 9 Standard Steel Works 7 
Berry School of Horsemanship 35 Tower Co., A. J 20 Bigelow-Sanford Carpet Co., Inc. 9 Stockland Road Machinery Co 7 
Ea a Beep Ore $ ieee 
F comp n - 35 esthauser Nurseries 2 ecatur Pump Company 9 a-Carolina Chemical Corporatio 7 
De Laval Separator Company, The 35 Allis-Chalmers Manufacturing Company 19 Demuth & Co., Inc : Wm. 9 Wenzel Tent & Duc k Co a ee : 
zenene i ~ & Rubber Co. = —- ees E. C. 19 Dexter Company, The i) Wisconsin Motor Corporation 7 
ieneral Foods Corporation 35 ck, Ro L 19 Eclipse Ls Mower © y lye : rice s 7 
Goodrich Company The B F 35 Chrysler Division (Chrysler Corp 19 Federal Mogul ee hy ——— > pt ae Mig oe — — 6 
Quaker Oats Company, The : 35 Disston & Sons, Inc., Henry 19 Glidden Company, The 9 Andrews Nursery Company 6 
N est< lox Div. Gen. Time Instrument Corp. 35 Field Seed & Nursery Company, Henry 19 Hamilton Watch Company 9 Associated Serum Producers, Inc 6 
Alneer 5 ed Company $ 34 General Motors Corporation 19 Institute of Life Insurance i) Atlas Press Company ‘ 6 
Am@rican Chain & Cable Company, Inc 34 Gillette Safety Razor Company 19 #2e Company, Geo. H. 9 Beltone Hearing Aid Company 6 
Beupy, Georg: re 34 Greyhound Lines i9 Miller Nurseries, J. E. 9 Book Supply Co., The 6 
New Idea Div (Aveo Mfg. Corp.) 34 Hastings Manufacturing Company 19 Montgomery Ward & Company 9 Caloric Stove Corporation 6 
Olsen Rug Company 34 James Manufacturing Company 19 Motor Wheel Corporation 9 Chrysler Corp. 6 
ets oe Store e ; 34 Kunderd Gladiolus Farms | 19 Pittsburgh Plate Glass Company 9 Ezo Products Co. 6 
It @wa Manufacturing Company 33 Mentholatum Company, The ; : 19 Portland Cement Association 4 Farquhar Company, A. B. 6 
Mon, ‘é Bro. C ay F.E = aa ag | = ¥.4y and Stamping Co. > queen Demeeny. The 9 Florida Advertising Commission 6 
yas & 0. Co t, « F. E. 32 arke, Davis o. Stern's Nurseries 9 Harder Freez (Tyler Fixture Corp.) 6 
Olig Industries, Inc 32 Sherwin-Williams Co 19 Tampax, Incor , ic ‘ ) 
i : 3: 3 | s Co. . porated 9 Harrington & Richardson Arms Co. 6 
Ralgton Purina ( ompany — 32 Spohn Medical Company 19 Whitten Nurseries | 9 Hartford Fire Insurance Gemears 6 
a Panama — Corp.) = prmeaf ee c “ ~4 ney em reg | pusuenss Association 8 Italian Accordion Mfg. Co. 6 
, Nursery, Ez : antis Sales Corporation asite Corporation, The 8 Jackson & Perkins Company 6 
“ meeny, Sus 3 H.D. 31 Bristol-Myers Company 18 Deepfreeze Div. (Motor Products Corp.) 7 Jari Products, Inc. _— 6 
< oe ay ¢ ag | ; = Perey nny Works, Inc. = ——s —4 ¥ Advertising Program 8 Kaiser-Frazer Sales Corp. 6 
eypolds Tobacco Company, J. d soulds Pumps, Inc. 8 ‘argo, Clarence B. a Leeming & Company, Inc., Thomas 6 
Aleddin Co., The , ; 30 Johnson’s Arms & Cycle Works, Iver 18 Friendship Studios, Inc. fy McGraw Nee oy themed ss 6 
American Home Products Corporation 30 National Biscuit Company & Subsidiaries 18 “Junket" Brand Foods fay Meyer Mfg. Co., The j 6 
Babson Bros. Company . 30 Polk Miller Products Corporation 18 Krider Nurseries Inc. 8 Michigan Bulb Company 6 
me ry  neong General Motors Corp.) = poestes . ~ Company, The 18 LeJay Mfg. Co. 8 Miles Laboratories, Tae. 6 
Seed House ‘ yurney See Sompany 17 
Willys-Overland Motors, Inc. 30 Huenefeld Company, The 17 
Allem’s Nursery & Seed House 29 Inter-State odes 17 
Buiék Division (General Motors Corp.) 29 dohnson & Johnson 17 
Johae- Manville Corporation 29 Kester Solder Company _ 17 
ve oye ( mag J. W. = mat ee Corporation 17 
: ompany, The y equot Mills 17 
Neogho Nurseries Company 29 Pritchardsons’ 17 
Pratt Food Company 29 Western Maine Forest Nursery Co. 17 
Remington Arms Company, Inc. 29 Wheeling Corrugating Company 17 
Shaw Manufacturing Company 29 Association of American Relironds 16 
Manufactu: oO , ssociation 0! merican Railroa: 
Burreli-Dugger Company 28 Gulbransen Company 16 
ee ~~ 5 Div. (General Motors Corp. 28 Hinman Milking Machine Company 16 
a = Pont de Nemours & Company, Inc., E. 1. 28 Murvon Seed Company, E. J. 16 
jm ill & Company, Oscar H. 28 Pennzoil Co., The : 16 
2 ap $ Bur ss Seed & Plant Co. 27 Pepsodent Division (Lever Brothers Co.) 16 
fee Clark Grave Vault Co., The 27 Perkins Products Co. 16 
ae Deas ae orm The 4 awe Motors Service (General Motors) 16 
z tmiong Nurseries 2 . S. School of Music 
Ford Motor Company 27 Bird & Son, Inc. 
Hanes Knitting Co, P. H. 27 Bradley Bros. 15 
Keith Plant Nursery 27 Crosley Div. (Avco Manufacturing Corp.) 15 
Kelly Brothers Nurseries, Inc. 27 Fels & Company 15 e 
Lambert Pharmacal Co. 27 Kellogg Company 15 
Lane Bryant, Inc. 27 Norwich Pharmacal Company, The 15 
Nicholson File Company 27 Onan & Sons, Inc., Ww. 15 
Oliver Corporation, The 27 Ray-O-Vac Company 15 
Socony-Vacuum Oil Company, Inc. 27 Squibb & Sons, E. R. 15 
Stewart-Warner Corporation 27 Union Fork & Hoe Company 15 eos . 
‘ c.s “ oe Div. a vay oe 26 Aluminum Company of America 14 These 176 companies began advertising in 
‘isher Body Div. (General Motors Corp 26 California Fruit Growers Exchange 14 
General Electric Company 26 Cc > *ts Sales C 4 try Ge i peri 
Pe mnsyiv mia Grade Crude Oil Association 26 wey me = ia Coun ntleman during the od January 
Ruberoid Company, The 26 Pearce, Rex D. 14 
Scholl Mfg. Co., Inc., The 26 Piedmont Plant Company 14 1950 through June 1951. 
Western Electric Company, Inc. 26 ‘Townsend Nurseries 14 
Willard Storage Battery Co. 26 Zenith Radio Corpc ration 14 = i. 
_ y Association Co., Inc 25 American Chemical Paint Company 13 176 new advertisers in 18 months. 
erence Stove Company 25 Barre Granite Association 13 
ci i Co Fl 25 3 7 ati ‘ 
_- : pe iil 4 Briggs ma me a pak ome . . 
National Leed Company 25 Colgate-Palmolive-Peet Company 13 176 new endorsements of Country Gentleman’s 
yster She : atio 2% orning Glass Works : 
Texas Company, The 25 Crane Company 13 
Western Land Roller Company 25 Dennison Mig. Company 13 power to move people— power to move goods. 
Wolverine Shoe & Tanning Corporatior 25 Electric Auto-Lite Company, The 13 
American Farm Machinery Company 24 Ferguson, Inc., Harry 13 
Barker Manufacturing Company 24 Fram Corporation — 13 
+ Isaw yy Company = GMC Truck & Coach Div. (Gen. Motors) 13 
‘farmer Seve ursery Co. 2 Hoppe Inec., Frank A. 13 
Furst-McNess Company 24 Minneapolis-Moline Company 13 
Perfect Circle Corporation _ 2 Roberts Practical Home Veterinary School 13 
Hood Rubber Co. (Div. of B. F. Goodric hCo,.) 2 State of North Carolina 13 
Liggett & Myers Tobacco Co. 23 Wurlitzer Company, The Rudolph 13 
Maytag Company, The 23 Ball Brothers Company 12 
Nitsagin Company, Inc., The os Brower Manufacturing Gongeny 12 
Standard Brands, Ine 2 Cat’s Paw Rubber Company, Inc. 12 
Swift & Company 23 Chippewa Shoe Company ~ 12 
Tobac co . Products & Chemical Corp 23 Dictograph Products, Inc. ; 12 
Am rican Qk Co company o- Easy Washing Machine Corporation 12 
a — r , Pace "sen ga oe International Shoe Company, Inc. 12 
EI sta Storage Battery Company, The 22 International Silver Company 12 
oes vache i . , 22 Metal Textile Corporation | 12 
International Mill & Timber Company 22 New Holland Machinery Company 12 
National Pressure Cooker Co. 22 Savage Arms ( orporation 12 
Pioneer Manufacturing Company 22 Singer Manufacturing Company, The 12 A CURTIS PUBLICATION 
Plumb, Inc., Fayette R 22 State Farm Insurance Companies 12 
Plymouth Division (Chrysler Corp. 22 Union Looms Works 12 The Magazine for Better Farming — Better Living 
eigh Company, W. T. 22 Welch Nursery 1: 
Rawleigh mpany, ' : 
Rock of Ages Corporation 22 Allied Mills, Inc. 1 
Sterling Drug, Inc. 22 Aluminum Goods Manufacturing Company 1 


*Only companies advertising in Country Gentleman from January 1950 through June 195] are listed. 
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Gentleman from 


No. 

Advertiser of Yrs. 

Moorman Mfg. Co. 6 
National Farm Equipment C: 6 
Orangeburg Manufacturing Co., "Inc. 6 
Rockdale Monument Co. 6 
Sisalkraft Company, The 6 
Smith Brothers, Inc. 6 
Smooth-On Mfg. Co. 6 
Stran-Steel Div. (Great Lakes Steel Corp.) 6 
Thunderbolt Company 6 
Ulrich Manufacturing Co. 6 
United Craftsmen, Inc. 6 
Zonolite Company, The 6 
American Hosiery Mills 5 
Artistic Card Co., Inc. 5 
Behlen Manufacturing Company 5 
Block Drug C ompany, Inc. 5 
Camillus Cutlery Company 5 
Chilton Greeting Company 5 
Comfort Equipment Company 5 
Continental Belton Company 5 
Cooper & Nephews, Inc., Wm. 5 
Cummings Mac hine Works 5 
Dearborn Motors Corporation 5 
Doehla Greeting Cards, Inc. 5 
Eversman Mfg. Co. 5 
Galloway & Son Co., Wm. 5 
Gehl Bros. Mfg. Company 5 
Hobart Brothers Company 5 


Jacobsen Manufacturin 
Milwaukee Equipment } 
Modern Handcraft, Inc 
Monroe Chemical C amen 

Mossberg & Sons, Inc., F. 

Motorola, Inc. 

Mulkey Company, Sam. 

Onondaga Pottery Company 

Pabco Products, Inc. 

Panther Oil & Grease Mfg. Co. 

Parker Pen Company, The 

Pioneer Gen-E-Motor Corporation 
Prudential Insurance Company of America 
Pyramid Rubber Company 

Red Cedar Shingle Bureau 

Republic Steel Corporation 

Rexall Drug Company 

Reynolds N Me tals Company 

Roamans, Incorporated 

Robbins & Myers, Incorporated 

Royal Lace Paper Works, Inc. 

Sealright Company, Inc. 

Sherman Products, Inc. 

Simplicity Manufacturing Company 
South Carolina Mills 

Sudbury Laboratory 

Tappan Stove Company 

‘Tennessee Corporation 

Walworth Company, The 

Weinbrenner, Albert H. Co. 

West Coast Woods 


Cc ompany 
Afg. Co. 


Advertiser 
Aircraft Components, Inc. 
Allen Business Machines, Inc., R. C. 
Allenore Nursery 
America Fore Insurance Group 
American Agency 
American Lubricants Co. 
Anahist Company 
Assembled Units, Inc. 
Automotive Stamping & Mfg. Co. 
Beacon Greeting Card Co. 
Better-Bilt Mfg. Co. 
Blossomland Nursery 
Bostonian Mfg. Co. 
British Travel ae 
Brown Compan 
C. & H. Electric Machine Co. 
Charles Nurse Ty 
China-American Trading Company 
Colony Hall Style Ciub 
Columbus Coated Fabrics Corporation 
Connelly Shoe Company 
Consolidated Industries 
Cracker-Jack Co., The 
Criterion Co. 
Cultiller Company 
Cummins Business Machines Corporation 
Damar Distributing Co. 
Davis of Dover 
Davis Sons, H. C. 
d-con Company 
Dentur-Eze, Inc. 
Dioptron Compan 
Doane Agric lone Service, Inc. 
Dresdencraft 
Drexel Furniture Company 
Dyer Products Co. 
Ely & Walker 
Enrichment Products Co. 
Farm Tools, Inc. 
Fedders Inc., Paul 
Filtrol C corporation 
Flinchbaugh Co., The 
Fostoria Glass C ompany 
Four-Way Welder Co. 
Free Sewing Machine Company 


POM MANMMOOOo 
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Advertiser 

Wix Accessories Corporation 
Apes Electrical Manufacturing Co., The 

Art Instruction, Inc. 
Ashley Automatic Wood Stove Co. 
Associated Seed Growers, Inc. 
Blair Laboratories 
Blue Bell, Inc. 
Bready Tractor & Implement Company, The 
Burson Laboratories 
Carter Carburetor Corporation 
Chicopee Manufacturing Company 
Combination Saw & Tractor Company 
Cone Export and Commission Co., Inc. 
Cook Publishing Company, David C. 
Crosley Motors, Inc. 
Danuser Machine Company 


Equitable Life Assurance Society of the U.S. 


Eshelman Co., Cheston L. 

Everest & Je snnings 

Flintkote Company, The 

Forrest Keeling Nursery 

Frohring Machine Company, The R. L. 
Grey-Rock (Div. of Raybestos-Manhattan 
Groban Supply Company 

Gro-Quick, on. 

Hobart Manufacturing Company, The 
Home-Utility (Black & Decker Mfg. Co. 
Inland M fg. Corporation 

Lombard Governor Corporation 
Lowrey Organ Co. 

Mall Tool Company 

Masland Duraleather Company, The 
Masonite Corporation 

Merribee Art Embroidery Company 
Midwest Card Company 

Millers Falls Company 

Mme. Annette Lanzette 

Mulsifier Corporation 

Musgrave Manufacturing Company 
Musser Forests, Inc. 


Norge (Division of Borg-Warner Corporation) 


Northfield [ron Company 
Oriental Ru Company 
Philli Company 
Plamb Tool Company 
Progress Tailoring Company 
Propulsion Engine Corporation 
Sargent & Company 
Simmons Company 
Sloane-Blabon Corporation 
Smith Company, J. A 
Smith Corporation, A. O. 
Stemmons Mfg. Co., C. H. 
Thompson Company, George E. 
a fg. Corporation 

Turner ehh Company 
U-C Lite eee, he 
Union Pharmaceutical , Ine. 


Advertiser 
French Government Tourist Office 
Funsten Co. E. 
Gale Hall Engineering, Inc. 
Garden Magazine 
Gilbert & Company, Charles C. 
Graphic Greetings 
Greenfield's 
Greeting Card Associates 
Guaranteed Products, Inc. 
Habco Manufacturing Company 
Haines Corporation 
Hansen Tile Company 
Heineke & Company 
Herd Seeder Company 
High Standard Manufacturing Corporation 
Hi - st Gardens 
Holland Bulb Company 
Holley Carburetor Company 
Homelite Corporation 
Hume Co., H. D 
Huot Mfg. Co. 
International Yogurt Co. 
irish Maid Linens 
Jumbo Company, The 
Justrite Manufacturing Company 
Kaukauna Dairy Co. 
Kentile, Inc. 
King-Root Corporation 
Kinnard, Inc. 
Kisco Co., Inc. 
Kitchen Maid Corporation, The 
Klosterman’s 
Knepper’s Date Gardens 
Kosch Mfg. Co. 
Labaw & Company, L. R. H. 
Lanseair 
Lectro Weld, Inc. 
Lenk Manufacturing Company 
Lennox Furnace Com ny, The 
Lionel C orporation, 


Lloyd Mfg. Co. (Div. Heywed: Wakefield Co.) 


Marlenes, Inc. 

Marlow Pum 

Marsh Wall Products, Inc. 
Mathieson Chemical Corporation 


SSS SSS SSS SSS SSS SSS SSS SSS SSS SSSSSS SS SSS SSS SSS SSeS SSeS”! ” S 


No. 

Advertiser of Yrs. 

United States Army & Air Force 4 
West Bend Aluminum Co. 4 
Wetmore & Sugden, Inc. 4 
American Iron & Steel Institute 3 
American Stove Company, The 3 
Anchor Serum Company 3 
Atlas Supply Company 3 
Bituminous Coal Institute 3 
Clinton Machine C ompany 3 
Combustion Engineering-Superheater, Inc. 3 
Dekalb Agricultural Ass'n, Inc. 3 
Dempster Mill Mfg. Co. 3 
Elliott Card Company 3 
Emerol Manufacturing Co., Inc. 3 
Endicott-Johnson Corporation 3 
Engineering Products Co. 3 
Estey Organ Corporation 3 


Fanmour C orporation 
Fleischer-Schmid Corporation 
Frank & Co., Inc., S. M 

Garber Power Seeders, Inc 
Gibson Mills, Inc 

Gibson Refrigerator C ompany 
Grand Home Appliance Co. 
Grandma Goodwin 

Griffon Cutlery Works, Inc. 
Hamilton Manufacturing Corporation 
Harford Frocks, Inc. 

Heil Company, The 

Hertel Art Company, The 

House of Hobbies 

Institute of Commercial Art, Inc. 
Kaiser Aluminum & Chemical Corporation 
Keasbey & Mattison Company 
Knoedler Manufacturers, Inc. 
Krause Plow Corporation 
Landers, Frary & Clark 

Lantz Manufacturing Co., Inc. 
Leeward Products 


Lodge & Shipley Company, The ef 


MacMillan Company 
Mastic Tile Corporation of America 
McCulloch Motors Corporation 
Melville Company, The 
Monroe Auto Equipment Co. 
Moto Mower Company, The 
National Gypsum Company 
National Paint, Varnish and Lacquer Assn. 
National Retail Hardware Association 
Pfizer & Company, Inc., Chas. 
Popular Mechanics Press 
Portable Electric Tools, Inc. 
Power Tools, Inc. 
re Manufacturing Company 

-E Tractor Company 
Rocklin Manufacturing Company 
Roper Corporation, Geo. D. 
Royal Vacuum Cleaner Co. 
Seven-Up Company, The 


Advertiser 
Merit Greeting Card Co. 
Merlite Industries Inc. 
Metropolitan School of Tailoring 
Miller Scraper Company 
Miller’s Curio Company 
Moore's Eq quipment Co. 
Mt. Summit Seed Company 
Murd Company, The 
Myers & Sons, E. A. 
National Automotive Research Corporation 
National Committee for L.P. 
National Lift Company 
Natural Foods Institute 
Natural Rubber Bureau 
Necchi Sewing Machine Sales Corporation 
Nestle Company, Inc. 
New Mexico State Tourist Bureau 
Nichols Equipment Company 
Northwest Mfg. Co. 
Novelty Mart 
Old Plantation Corporation 
Patent Cereals Company 
Patterson-Sargent Co., The 
P D Q Camera Company 
Pen-Jel Corporation 
Perardua Products 
Perry Company, The 
Plantabbs Corporation 
Porter-Cable Machine Co. 
Post-L-Pix 
Poulson, Robert L. 
Powerline Tackle Sales Co 
Precision Parts Corp. 
Price Fireplace Heater & Tank Corporation 
Prior Products 
Q-W Laboratories 
Rancho Cielito 
Ray Sign Company 
Reading Batteries, Inc. 
Re-Bo Mfg. Company, Inc. 
Red Comet, Inc. 
Reed-Prentice Corporation 
Regina Corporation, The 


This is their record of years in Country Gentleman since it was acquired by The Curtis Publishing Company in 1911. 
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Gas Promotion 


No, 

Advertiser of Yrs 

S. H. Greeting Card Company 3 
3 


Soft Spun Yarn Company 
Soil = © Company, Inc., The 

Stassen Floral Gardens 

Victor Rain-Gage Company 

Von Ruden Mfg. Co. 

Watch Manufacturers of Switzerland 
Werner Co., Inc., R. D. 

Wooster Rubber Company 

Zilke Nurseries 

A & K Equipment & Sup; ly Co. 
Alabama Mi anufact uring 

American Petroleum institute 
Armstrong Company 

Artmoore Company 

Bean, Inc., L. L 

Beaver Tractor Co., Inc. 

Behr-Manning Corp. (Div. of Norton Co.) 
Bridgeport Fabrics, Inc. 

Briggs Manufacturing Company 

Button Mart 

Calf-teria Sales, Inc. 

Cannon Mills, Inc 

Chippewa Falls Woolen om Company 
Darley & Company, W. 

Dazey Corporation 

Diamond Motto Associates, Inc. 

Ezee Flow Corporation 

Fiske Brothers Refining Co. 

Grand Sheet Metal Products Company 
Hallmark Watch C orporation 

Harvard Manufacturing Company 
Homasote Company 

Hotchkiss Steel Products Co. 

Hygienic Products Co., The 

Ivy Corporation 

Lane Company, Inc., The 

Lioyd Chain Mfg. Co. 

Medusa-Portland Cement Co. 

Mercury Division (Ford Motor Company) 
Metrograph Cor poration 

National Stores Company 

New York Life Insurance Company 
Pariser Electric Motor Co., Ine. 

Phoenix Chamber of Commerce 

Retlif Corporation 

Ritepoint Co., Inc. 

Samara, Inc., Edw. 

Savage Mfg. Company 

Schwer Company, Chas. Cc. 

Shannon & Co., J. Jacob 

Shirley Corporation 

Shufelt So and So Seeder 

Staze, Incorporated 
Stover Water Softenc 
Telechron, Inc. 
Telephone Repair & Supply Company 
Wellworth Trading Company 
Winchell Mfg. Co. 


or Co. 


Advertiser 
Robertshaw-Fulton Controls Co. 
Ronnie Sales, Inc 
Root Manufacturing Company 
Rustain Products, Inc 
Seewhy Merchandise Company 
Sewing Economy, Inc. 

Slaymaker Lock Company 
Smith-Gates Corporation 

Snap-On Tools Corporation 

Spear Engineering company 

Springer Company, Ralph C. 

Stevens Western-Indian Personal Shopper 
Stokes Company, Francis C. 

Sunflower Industries, Inc. 

Ten-B-Low Company 

Thimble Thrift Club 

Titan Chain Sawa, Inc. 

Tobe Laboratories . 
Toni Co. (Div. Gillette Safety Razor Co.) 
Toy Shop 

Turley Company, C. J 

United Fruit Company 

Unity Manufacturing Company 
Upson Company, The 

Utica Drop Forge & Tool Corporation 
Vento Steel Products Co., Inc 

Virginia Conservation Commission 
Vita Labor Saving ‘Tools, Inc 

Warren Dado Sawing Washer Company 
Waterbury Tools 

Waters Conley Company 

Western Condensing Company 
Western Tool & Stamping Co. 

White Products Corp 

Wigwam Flue Top Company 
Will-Burt Co., The 

Willis Nursery Co. 

Winifred Dick 

Wollensack Optical Company 
Woodlot Seed Co. 

Wyler Watch Agency, Inc. 

Wynn Oi! Company 

Yardley Plastics Company 


de 


Rill RRR INI R NIN II RIN IIRC NINN INNO BOS 


eS ee ET — ea eS ae aes ll ae 
mea Ss 
; ‘oF Pa 
a 
>. 
Re 
i rah 
a 
7 3 
& 
q a 
: i. ee 
) re 
2g 
Eo: 
| es 
Seek 
‘ aie 
3 a: 
3 : pe: 
3 7 = 
3 wi 
: ie 
3 2 
4 aa 
3 ‘ane s 
: ’ ey 
3 SoA 
3 yt 
3 PUNE Eas 
‘ 3 et, 
3  . 
3 2 kee 
3 ay 
3 ° “ee 
3 nar ee 
3 ~— > 
a “i i. 
3 } um 
3 a 
3 a 
; 3 ae 
} 3 ets 
: 3 - 
3 Tae 
} 3 eg te 
| 3 ia 
3 sia id 
3 mi 
1f 3 i ma 
| s ae 
iF 3 eres 
| 3 ea 
| 3 .. 7 
3 ms, 
3 . mf 
i -? 35 
Soh Naa 
: a 
: ie 
" ' io 
me os 
fae 
e 

) a 

oR 
; es 
: Bee 

; ys 
es 
’ § em 
one, 
é ee 
‘ @.. ee 
gee 
feet 
Rie 2, 
: Ma. 
fa 
ae 
’ i, eel 
. oni 
-— aN 
EN 
Cea 
me 
$e 
ae. 

Bee og 
is 
See 
aS 
: nae 
| ee 

’ B, x 
So me 
ST > 
ened 
; ee 
ie 

aaa 
Bye 
ek 
Re : P23 
. . cs ee 
Z rk 
eo a - ’ : : , os 
ED & ees : 7 ae 5 a, es a £ rea 
aa = oe Pe ee x. Py = “eee ae >: . <¢ =; ere ee So), le ne Roa ig Poares as RE EEA ee ea ees 54, 


36 


Two Sign Don Lee Show 
General Foods Corp., for Max- 
well House coffee, and National 
Biscuit Co., for Milk Bone, have 
signed to sponsor, respectively, the 


Monday, Wednesday, Friday pro- 
grams, and the Tuesday and 
Thursday programs of the Don 
Lee Network show, “Bob Greene 
News,” 8:15-8:30 a.m. Nabisco’s 
how, through McCann-Erickson, 


starts Sept. 4. The GF portion, via 
jenton & Bowles, begins Sept. 17. 


Ad Distributors 
Announces ‘Money 
Saver Coupon’ Plan 


New York, Aug. 14—Advertising 
Distributors of America has formed 
a new division to handle its 
“money saver coupons” promotion 
plan—which involves mailing cou- 
pons which will be redeemable 
by consumers in major markets. 

The ADA, which said it has out- 
lined the plan to a number of 
manufacturers of nationally dis- 
tributed grocery and drug prod- 


| drug store. The mailing will not 


combine coupons redeemable 
both types of retailers. 


at 


@ In each city where the plan is 
put into operation, the company 
said, full-page newspaper ads will 
be used to advise housewives of| 
the mailing. If enough manufac-| 
turers come into the plan, one ad} 
a month will appear in each of the 
two leading newspapers in a given 
city. 

The ADA also announced that 


o Light and Dry 


| TELL IT TO THE UMP—Genesee Brewing Co.'s 24-sheets, for use on more than 900 


BREW.E 


Thomas J. Ryan Jr., formerly 
head of Ryan Candy Co., New | 


York, maker of Hopalong Cassidy | 


Advertising Age, August 20, 1951 


boards during September, are designed to take advantage of the high interest in 
boseball this time of the year. Rogers & Porter, Rochester, N. Y., is the agency. 


® 


| See Bs Peel 
BA ae pense eo ee 
7 of ewe 


ucts, will make the first collective' candy bars, has been appointed 
‘3 mailing in the fall. sales director of the “Money P 
o* Under the plan, each housewife Saver Coupons” division. Cage Ae he See with Shulton Inc. Plans 
Uo. in one, several or all major mar- ! son ; i . cana: in 
we kets will receive a number of D-F-S Shifts Jennings, Sloan —_ io’ Co», Kudner Agency and Enlarged Ad Push 
, 1S, eac hic shen re- Gordon Jennings, who joined Se en, ee 
ay coupons, each of which, when re 3 > 1 Advertising, New York, as copy 
we GS deemed at her dealer’s, will save Se a chief for Last Half Year 
‘ 0. : tach item pur- York, seven years ago as assistan : 
S ‘ pci saint tas _—e account executive, has been named _ : New York, Aug. 14—-Shulton Inc. 
* i? * ndividual mailing involves @¢C0UNt supervisor, Irving Sloan, Richards & Webb Hikes Grupp will step up its advertising pro- 
) ‘ een ee — ves formerly manager of the print me- Charles A. Grupp, art director gram during the last half of the 
eos six manufacturers, for example, gia department, has been ap- of Richards & Webb, Syracuse, N. year. Newspaper, radio and tele- 
the housewife will get six coupons pointed assistant account execu- Y., has been named v.p. and di- vision campaigns are scheduled for 
redeemable at her grocery or her tive. rector of the agency. the men’s line, a prestige cam- 


paign for Shulton fine soaps, and 
the heaviest campaign ever spon- 
sored by the company to boost 
Christmas gifts. 

In addition to the monthly ads 
begun in January in Argosy, Chris- 
tian Science Monitor, Collier's, 
Esquire, Life, The New Yorker, 
The Saturday Evening Post and 
True, for Old Spice shaving creams 
and after-shave lotion, a news- 
paper, radio and TV _ push is 
planned for these products. Final 
plans are not yet formulated, how- 
| ever. 


) 


rite 
~ = 


ee 


E f Beginning in September, pages 
Re will run in Vogue, Harper's Ba- 
if : zaar and The New Yorker for 
ey Shulton fine soaps. 

ee? - 
a @ The most concentrated Christ- 


mas campaign ever run by Shul- 
ton, consisting of full-color ads in 
12 magazines, three Sunday sup- 
plements and the First Three Mar- 
kets Group, will begin in Novem- 
ber 

Magazines scheduled are Charm, 
Collier’s, Christian Science Moni- 
tor, Esquire, Good Housekeeping, 
Ladies’ Home Journal, Life, Look, 
Redbook, Seventeen, The Satur- 
day Evening Post, True and Wom- 
an's Home Companion 

The Wesley Associates is 
Shulton agency. 
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Don Lee Signs General Tire 
to ‘Lanca’ Contract 


General Tire Co., Akron, has 
signed as the first company to 
enter network radio advertising 
under the Don Lee Broadcasting 
System's “Lanca,” Local and Co- 
operative Network Advertising 
plan (AA, July 23). 

General Tire will pay a percent- 
age of the established network rate 
and talent costs to the network, 
with retailers in broadcast cities 
underwriting the remainder of 
the costs by paying their pro-rata 
share, plus a percentage of the 
local rate of the individual Don 
Lee outlets. The program to be 
sponsored is “What’s the Name 
of That Song?” aired Wednesday 
nights. 


Hearst Half-Year Net Down 
Hearst Consolidated Publica- 

tions and subsidiaries have re- 

ported a decline in net income to 


This Label Tells You It’s Ff Fine Fabric” 


SMOKING COMPARTMENT, MERCHANTS LIMITED, THE NEW HAVEN RAILROAD 
Among the wide range of McLaurin- 
Jones papers, famed for their ex- 
cellence, are: Waretone, mirror- 
finish coated paper for printing, 
label, box covering, cover and 
postcard work. Guaranteed Flat 
Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 


The superior qualities of 


And This Tells You 
It’s a Fine Paper... 


McLaurin-Jones printing, 
packaging and specialty papers 
are deep-rooted in generations 
of proud skill. Precision- 


engineered and endowed 


with dhesoushbeo} Silver Metallics for labels, box $1,322,700 for the first six months 
i - ; work and printed pieces. Relyon of this year from $3,599,800 for 
* performance, these famous Reproduction Paper for the print- the first half of 1950. Income for 
: : . na trade. A full line of Sealin this year’s period is after set-aside 
» papers enjoy the highest ing : 9 of $1,265,300 for taxes. Operating 
_— to Tapes, Stays, and Gummed Cam- revenues totaled $90,321,100 
confidence of the printing prices for boxes, cartons, and against $90,473,400 in the first half 
; and packaging industries. containers. of °50, and operating expenses 
‘ were listed at $87,073,400 com- 
pared with $84,581,100 last year. 
LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GUMMINGS Increased newsprint cost, not re- 
TECHNICAL, INDUSTRIAL, SPECIFICATION AND CHART PAPERS flected in the six-month state- 
. ment, is expected to add nearly 
Us : $5,000,000 to annual operating 

y McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK . costs, the report says. 


McLAURIN-JONES COMPANY 


ne BROOKFIELD, MASSACHUSETTS Offices: New York - Chicago - Los Angeles 


Western Classified Meet Set 

The Western States Classified 
Conference will be held from Sept. 
23 to 26 in Santa Rosa, Cal. 
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1/3 of Magazine 


Ad Volume Comes 


from New York 


Advertising Age, August 20, 1951 


ume of advertising and number of 


accounts. 
In terms of different industry 
| classifications, individual cities 


vary greatly in their importance. 
New York and Chicago, however, 
remain in first and second place, 
respectively, with but two excep- 
tions: In the apparel classifica- 
tion, St. Louis is in second place 


New York. Aug. 15—Nearly one- and in the transportation-agricul- 


third of all national magazine ad- ture category, 
vertising in 1950 originated from | top niche. 


Comparison of the 1950 picture! 


this city. One dollar in every ten 


Detroit holds the 


was placed by Chicago advertisers! With 1949 figures would be mis- 


and Detroit was third with nearly! leading, MAB points out s 
7%. according to a special analysis | itemizing of retail advertising of | work sales department, has joined 


by Magazine Advertising Bureau 


of Publishers’ Information Bureau | 


records for last year. 
tional advertising 

terms of the city and state loca- 
tions of advertisers and covers 
more than $506,000,000 of adver- 
tising which ran last year in gen- 


originates in 


. because 
less than one column was not done 
in 1950. 


The analysis shows where na-| Pillsbury Reports Earnings 


Pillsbury Mills, Minneapolis, re- | 
ports net earnings for the fiscal 
year ended May 31 of $2,676,049, 
an increase over the previous pe- 
riod of $1,151,134. Net sales of the 


|ton, Durstine & Osborn 


Servel Appoints Five V.P.s 


Servel Inc., Evansville, 


al division; F. W. Ortman Jr. 
v.p. in charge of personnel 
Nicholson, v.p. in charge of pur- 
chasing; and Rudolph Schnaken- 
burg, secretary and v.p. in charge 
of finance. 


BBDO Names Sutphin 


Karl R. Sutphin, formerly an 
|} account executive in ABC's net- 
the Chicago office of Batten, Bar- 
as radio 
TV account executive for 

frozen foods, a division of 

MeNeill & Libby. 


| and 
Libby's 
Libby, 


Magazine Group Formed 
My Romance, Life Romances, 
Screen Stars and Filmland, pub- 


Five v.p.s have been named by 
Ind. John 
K. Knighton, sales manager, is now 
v.p. in charge of sales; A. F. Schar- 
er, with the company since 1930, 
is v.p. in charge of the internation- 
is 
; S. L. 


‘Tree to Trade’ Film Issued 
Long-Bell Lumber Co., Long- 
view, Wash., has released “Tree to 
Trade,” a 31-minute sound film 
telling of the growth and harvest- 
ing of trees, and the manufacture 
of lumber products. For public use, 
the film is distributed from the 
company’s Kansas City and Long- 
view offices. It has been accepted 
by the State Department for in- 
clusion in an information packet 
of industrial films for showings 
abroad. 


127,170 TV Sets in K. C. 

Sales of 2,123 TV receivers to 
Kansas City dealers during July 
brings the total receiver distribu- 
tion in that city’s area to 127,170 
as of Aug. 1, the Kansas City Elec- 
tric Assn. reports. 


Landort Names Hockaday 

Sam Landorf & Co. New York 
children's wear manufacturer, has 
appointed Hockaday Associates to 
handle national trade advertising 
and direct mail 


SPACE SALES OPPORTUNITY 


The top magazine in the building field has an excellent 
sales opening for a high grade advertising space salesman. 


Age preferably 28 to 35. Must be aggressive, hard-hitting, 


highly intelligent and agreeable to Klein testing. Our staff 
knows of this ad. Send photo with application containing 


full details. 

aaa “ae ; . company were $224,780,042, an in-| lished by Magazine Management e : : : = 

. al and farm nypren aes and Sun- | crease of $23,688,102 over last year.|Co., New York, have now been Box 7942, ADVERTISING AGE 

day newspaper supplements. As- Earnings equaled $4.27 percommon| consolidated into Goodman's —a “.: — 
. m . - “ — : .— ned Le st. ‘ ° 

signment of accounts is on the| share, compared with last year’s) Women’s Group with an_ initial 200 E. Hlinois St Chicago 11, Ilinois 

basis of the advertiser’s location | $2.16. i 


circulation guarantee of 1,250,000 


shown in his ads, or as listed in| 
a standard reference source 

Some 15,563 products and ser- 
vices were advertised in PIB me- 
dia last vear with an average ex- 
penditure 


per account of $32,500 
New York’s proportion here is 
26 of the total—-4,064 products 


or services 


@ The average 
cago account 


New York or Chi- 

was about $40,000, 
according to the report. In De- 
troit, the mean advertising per 
product was approximately $130,- 
000. 

Cincinnati, home office of Proc- 
ter & Gamble, was fourth in the 
tabulations, with a volume of $13,- 
000,000 and an average of $86,000 
spent for each of its 151 products. 

The following table gives the 
MAB figures for the top ten cities 
in millions of dollars of advertis- 
ing and in numbers of accounts. 


t’s Being Bought 


Wha Survey of farmers in 
Dollar ys Number Hi hlights Of a 951 N 
ce Em BS execs & thwest Farmers 1 WASHINGTON, OREGON, 
New York City 154.6 30.5% 4,064 : r 
Chicago 43 97" 1a By Pacific No stom ene IDAHO and UTAH 
etror 6 wes 
c t 130 2 ems Number of — 
St Lous os 21 as Toren toms ern = se 3a Reveals Tremendous Demand! 
Minneapolis-St. Paul 105 21 248 Ll pcan Woven Fence 325 68,470 
Philadelphia 81 16 279 = 19 pao Borbed Wire aa AH 
Se Susstine Settens zs 14 a “ 900 yan Fertilizer a7) 193,575 Moke hay where demand is great—in the farm 
Motor 62 3 Work Shirts 63 181,922 . ind Utoh 
Akron 6.7 13 62 Tractor, whee! *yPe 52 10.928 Shoes for Man 3 182,902 market of Washington, Oregon, idaho o . 
| moldboord Plow 49 10,290 Shoes tor Women prs 102,260 Farm productivity and form income are high in 
@ The report breaks these figures | Groin Drill caer 54 ATO Shoes tor Children oa 13579 these four rich agricultural stotes where over 42% 
down further by listing the five Fertilizer ond time Spre 4008527 Electric ee a? — of all of the forms in the eleven western states ore 
. . coder * " er y 
‘ top cities for each of the seven Wydrocie maa 76 yon os Sanat a vant comes. 
industry sections of PIB, in vol- ae cn, tee « reid Rodto Phonogror™ 95 20,048 Results of the Pacific Northwest Form Quod's 
Chein Sow ye 10.969 Etecwic Mater «0 «(94709 annvol buying intentions survey reveol o tremen- 
Power Lawn Mower re 15,093 Doiry =. 087 SS dous demand this year for products of every type 
Pressure Woter System 29 27210 poser te powdered . 707 ee from food to form equipment. How does your 
Both Tub of Shower 19.094 Se Gebanees as 473 product stand among these form folks whose income 
9) Seep Sw’ 70 1644 
automobile 398.93 Fleer Wes 95.1 200,591 for the past twenty yeors hos been from 29% to 
New Truck 156 96078 Bohing Powder 936 176.226 65% higher thon the U.S. form overage? The 
Auto Tires 221 46,669 Coffee, reavie’ 557 117,402 28th edition of ‘“Whot's Being Bought for the 
NORTH Truck Tires 33.4 112,602 Bottled Soft Drinks es penny Forms and Farm Households of Washington, Ore 
CAROLINA Spork Plugs 2 8400 Corn Flokes wo 8 gon, Idaho and Utoh” will give you the dete you 
ul auto or Truck ® 33 «76,555 oon 942 — need to put your product across with Pacific North 
Flot Point 118 24,820 — — 97.1 704 west form residents. Check-bocks among formers 
‘, metal Roofing ond Sdn 20 «(725.36 How. A OF 
Capital of the | woll Boord 
South's No. 1 


who cooperated in similar surveys mode in 1949 
ond 1950 reveal thot they actually bought more 


in these two yeors than they indicoted they would 
buy! 


Form ved 1951 bey 


State and The Golden Belt of the South | 


FIRST in North Carolina 


Per Family Income . . $6294 | 
Per Capita income . . $1533. 


ing intentions sv 
Pocitic Northwest for 
buying intentions, brend® 
peg nt Write for 
Form Poper rep" _ 


Unless your medio list includes The Washi 
Former, The Oregon Former, The Idaho Former 
ond The Utah Former you're missing the most in 
fluential publications covering one of the nation’s 
richest form markets. More than 190,000 subscrib- 
| SECOND] in North Carolina 


ers depend on these widely read state farm mogo 
, zines to bring them news of the peculior agricultural 
Auto Sales. . . $26,190,000 _ 
Drug Sales. . . $ 3,188,000 


and int ts in their home stotes. So 
TH / RD | in North Carolina 


let the Form Quod “moke hoy” for you in the big 
buying months cheod. 

Retail Sales . . $101,500,000 

Wholesale Sis. $200,670,000 

House-Furn. Sis. $6,995,000 


M 5/10/51) 


ADVERTISING REPRESENTATIVES 
Western Associcted Form Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 


STATE OFFICES: Seattle, Portlond, Boise, Salt Loke City 
Raleigh pm... the gem ..sed The 
NEWS and OBSERVER delivers in 
Raleigh. 


113,618 Morning 
117,407 Sunday 


(Publisher's Statement, 3/31/51) 


The Raleigh 


‘ 
THE BILLION DOLLAR 
FARM QUAD MARKET 


News and Observer 
Rep: The Branham Company 
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Settles Suit for $50,000 

The owners of the “Bride and 
Groom” TV show have accepted 
a settlement of $50,000 from Sta- 


tion KLAC-TV, Los Angeles, in 
lieu of the $800,000 court award 
given them recently in a piracy 


suit (AA, July 16). The producers 
had claimed the station's “Wedding 
Bells” was a plagiarism of their 
long-time radio and TV show. In 
addition to the settlement, KLAC- 
TV is cropping “Wedding Bells.” 


Build Volume 
at LOWER 
SALES COST 


Door to-door Selling—-bet- 
ter known aos DIRECT 
SELLING — is building 
giant volume quickly for 
many manvfocturers 't 
may be your answer to 
present doy compiles sales 
problems. Direct Selling is 
y explained in fascinat- 
ng booklet—moiled FREE 
Please write on your let- 
terheod 


OPPORTUNITY MAGATINE 


28 E Jockson Bivd 
Dept ABO, Chicage 4, Ii! 


Get 
the Facts 
about 


DOOR 


i) 


DOOR 
Selling! 


ty! 


Corning Glass Exec 
Says Glass Center 
Has Drawn 100,000 


New York, Aug. 14—Six times 
the population of Corning, N. Y.— 
or more than 100,000 people—have 
visited the Corning Glass Center 
since it was officially opened by 
Gov. Thomas Dewey on May 19. 

This was revealed by E. P. H. 
James, director of public relations 
for the Corning Glass Works cen- 
tennial, in a talk given to the Ex- 


change Club of New York last 
week 
The project is a complete ex- 


position of the history, art and in- 
dustry of glassmaking from its be- 


ginning several thousand years 
B. C., to the present day, com- 
bined with a civic center and a 


“tourist attraction unlike anything 
seen before.” Mr. James said that 
local hotels, motor courts, restau- 
rants and other businesses in the 
Corning area have already re- 
ported sizable business increases. 


In most cases, these increases were 
attributed directly to the large 
number of visitors to the upstate 
exhibit. 


@ Aside from its public relations 
value, the glass center has also 
proven its value as a stimulus to 
employe pride in and understand- 
ing of his job, as well as a good 
investment in plant-town relation- 
ships, Mr. James said. 

The center was established to 
commemorate the centennial of 
Corning Glass Works and was de- 
vised with the idea of interesting 
employes, stockholders, customers, 
suppliers, scientific, artistic and 
educational professions as well as 
the general public. 


Amend Signs TV Program 

F. W. Amend Co. has signed 
“Hail the Champ” TV show over 
Station WENR-TV, Chicago, for 
its Chuckles candy. The 5:30-6 
p.m. show will be telecast Satur- 
days, beginning Sept. 22. Henri, 
Hurst & McDonald, Chicago, placed 
the 13-week contract. 


~~ 


gels inquiries at 


less than half 
the average cost! 


WBZ COMES THROUGH FOR 
STILL ANOTHER ADVERTISER 
IN THE DRUG FIELD! 


Recently a maker of hand creams offered 
samples of his product on early morning 
participation programs in 20 major markets. 

Replies cost the advertiser an average of 


tlc each. On WBZ, the cost was 4c each. 


50,000 WATTS 
NBC AFFILIATE 


Free & Peters. 


WBZ Boston 
Westinghouse Radio Stations Inc 
KDKA » WOWO « KEX - KYW - WBZ + WBZA - WBZ-TV 


That's typical! For drugstore items, as 
for so many other types of products, the 
key to sales action in busy New England 
is WBZ. Get details now from WBZ or 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


SILVIUM, PORMAX—Those and other parts in its Exide Ultra Start battery give 
the new battery an unusually long life, Electric Storage Battery Co. will claim in 
this bleed spread to run in magazines next month. 


PHILADELPHIA, Aug. 15—Electric 
Storage Battery Co. early in Sep- 
| tember will launch its most ex- 
tensive consumer advertising cam- 
paign to announce an exceptional- 
ly longlived Exide automobile bat- 
tery, the Ultra Start. 

The company will make its an- 
nouncement with bleed spreads in 
seven magazines and two-color, 
six-page inserts in six automotive 
trade publications. Five addition- 
al automotive publications will 
carry two-color bleed spreads. 

The two-page bleed spread is 
| scheduled for the Sept. 8 Saturday 
| Evening Post, to be followed with 
| similar spreads in Sept. 17 Life. 
| Sept. 24 Time, Sept. 29 Collier's 
| and October issues of Country 

Gentleman and Farm Journal. 
Geare-Marston Inc. is the agen- 
| cy on the account 


. The six-page insertions are 
; scheduled for this month's issues 
of Motor, National Petroleum 
News, Super Service Station and 
Super Service Tire Review, to be 
followed in September in Motor 
Age and Southern Automotive 
Journal. Spreads are scheduled for 
Gasoline Retailer and Jobber Top- 
ics this month, and Commercial 
Car Journal, Fleet Owner and Mo- 
tor Transportation next month. 
Ad copy features four scientific 
developments responsible for the 
longer life of the Exide Ultra Start. 
Exide, which designed and built 
the world’s first automobile start- 


Exide’s Ne Plus Ultra Start Battery 
Lasts and Lasts and Lasts, Ads Claim 


ie ae 
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ULTRA START 


BATTERY — 


‘Out of Me Research Laberatorwes of faade creatar of the fies! atiometie 
slartng Gallery comes a sew Saltery with amaringly leeger inte 


ing battery 40 years ago, refuses to 
predict just how many years the 
new battery will last because 
continuing tests have been 
startling.” 


“so 


Tea Bureau Boosts Anderson 

John M. Anderson, service man- 
ager of the Tea Bureau, New York, 
has been appointed assistant direc- 
tor of promotion. Before joining 
the Tea Bureau a year ago he was 
a v.p. of Faught Co., public rela- 
tions organization, and before that 
was with the Committee for Econ- 
omic Development 


Melville Shoe Signs TV Show 

Melville Shoe Corp., New York, 
for Thom McAn shoes, has signed 
the film telecast, “‘Touchdown,” 
over Station WENR-TV, Chicago, 
Tuesdays, 10:30-11 p.m. The show 
starts Sept. 25 and is _ placed 
through Neff-Rogow, New York. 


Korea Reliet to Bishop 

Bishop & Associates has been 
named to handle the American Re- 
lief for Korea campaign in the 
greater Los Angeles area. The or- 
ganization collects clothing for 
homeless and destitute persons in 
Korea 


Les Allman to Allman Co. 


Les Allman, son of Richard All- 
man, president of the recently 
formed Allman Co., Detroit, (AA, 
July 2), has left the post of ac- 
count executive with Wolfe-Jick- 
ling-Conkey to join his father’s 
agency. 


for full information to: 


22 Monument Square 


m ~ <= 
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ANNOUNCING 


a change of name for 
Maine Farm Bureau News 


Effective September 1951 


MAINE 
FARMER and HOMEMAKER 


will serve the $200,000,000 Maine farm market. This change 
of name will permit even broader coverage of all Maine 
farmers. Present ABC circulation over 18,000 and growing. 


Investigate, then include it in your advertising plans. Write 


W. H. BRUCE, Publisher 


MAINE FARMER and HOMEMAKER 


—_— 


Portland, Maine 
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Hospitals Told 
How to Obtain 
PR, Ad Help 


Cuicaco, Aug. 15—The uses and 
advantages of hospital advertising | 
are explained by the American | 
Hospital Assn. in “Hospital Pub- | 
lic Relations and Newspaper Ad- 
vertising,” the sixth and last of a 
series of public relations pamph- 
lets prepared by the group (AA, 
Sept. 19,'49). 

The eight-page booklet stresses 
two reasons for hospital advertis- 
ing: “immediate needs for getting 
information to the public, and 
long-range over-all educational 
reasons.” 

Included in a list of specific jobs 
that hospitals can accomplish by 
advertising are: interpreting costs 
and explaining rates, admission 
priority and crowded conditions; 
stimulating interest in nursing 
careers; recruiting employes and 
volunteers; announcing — special 
events, educational programs, and 
policy and procedural changes; and 
emphasizing public service. 

The bulletin claims “that one of 
the greatest single advantages of 
newspaper advertising is... that 
it permits hospitals to say what 
they wish to say exactly as they 
wish to say it.” 


e Published news, because of the 
necessity for editing and the dif- 
ference in point of view between 
the newspaper and hospital, “often 
won't contain all of the informa- 
tion [the hospital] would like to 
see in it.” 

When the hospital decides to 
advertise, the report advises, the | 
foremost source of help is the local | 
advertising agency. It can assist 
in media selection and point out 
the potentialities and limitations of 
each medium for any particular 
purpose. | 

Since hospitals’ funds are often | 
limited, the bulletin suggests types | 
of free advertising that hospitals 
can obtain. 

First, local companies or indi-| 
viduals might donate space of} 
prepared tie-in ads featuring the 
hospital. Or the newspaper can be 
enlisted to solicit various concerns 
to sponsor an ad coliectively 


e The report points out how free 
hospital ads are advantageous to 
all concerned. The community is 
informed; the hospital gets its mes- 
sage across without cost; the ad- 
vertisers create good will for them- 
selves, and the newspaper gains 
revenue. 

Once ads have been printed, the 
report continues, the hospital can 
reproduce them for distribution wo] 
patients, employes or the public. | 
Booklets can be made up, for ex- 
ample, from a series of ads de- 
scribing advantages of a nursing 
career 

In the final section of the book- 
let a three-part code of ethics is 
stated: (1) “Hospital advertising 
must be non-competitive,” 2) 
“no advertisement should put! 
other hospitals in the community 
on the spot,” and (3) room rates 
should not be stated “since they do 
not give a true picture of the final 
cost to the patient.” 


e An appendix to the bulletin re- 
prints hospital ads as models for 
prospective advertisers. 

The bulletin is available from 
the association at 18 E. Division St., 
Chicago 10. The cost is 50¢, or $5 
for the entire “Telling Your 
Hospital's Story” series, including 
six bulletins on public relations 
methods, and six kits discussing as 
many fields for public relations 
activity. 


Radio, Video Looms Big 
in Hazel Bishop's Plans 


Hazel Bishop Inc., New York, 
will start a five-a-week, five- 
minute morning broadcast over 
ABC in September, with the for- 
mat of the program to be an- 
nounced later. 

The cosmetic company has re- 
newed the Freddy Martin telecast 
(NBC), which will shift to 
Wednesday night in the fall.| 
Bruner-Ritter may take over later 
as alternate-week sponsor. Ray- 
mond Spector Co. is the agency 
for both accounts. 


WPIX Names Leavitt Pope 
Leavitt T. Pope, administrative 
assistant to P. B. Stephens, busi- 
ness manager of the New York 
Daily News for four years, has 
been named assistant to G. Ben- 
nett Larson, general manager of 
the paper’s TV station, WPIX. He 
will take over much of the routine 
of the general manager's office 
and some operational duties pre- 
viously handled by John McClay, 
who recently resigned to return to 
WCAU-TV, Philadelphia. 
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GREEN BAY, WISCONSIN is “Anyplace, U. S. A.” 
A wide diversity of industries, combined with Green 
Bay’s importance as a distribution center, make it typi- 
cal of any metropolis in the United States. 

SERVING “Anyplace, U. S. A.” is the Green Bay Press- 
Gazette, with circulation now over 35,000. Almost total 
saturation by the Press-Gazette makes the market ideal 
for testing any product. Write Dan C. Beisel, Manager, 
General Advertising, for complete details. 


GREEN Bay PREss-GAZETTE 


Green Bay, Wisconsin 


She’s spending 
She’s open-minded 


She’s older 
than you think 


That Young Woman in Her Teens 


SHE'S SPENDING .. . in 1950 she spent $3,700,000,000 of her own money. And what 
she spends of Dad's takes higher mathematics. 


SHE'S OPEN- MINDED... Today’s newest and most active consumer, she is still 
forming brand preferences. Her loyalty to your product can be easily won. And, as 
wise advertisers know, the customer of 17 is a likely lifetime customer. 


SHE'S OLDER THAN YOU THINK... She is, for example, more likely to marry at 18 
than in any other year. She buys for herself, for her folks, and for her future! 


Just one magazine reaches the Spending power and molds the buying 
habits of the 7,400,000 young women in their teens. 


MEW YORK OFFICE WESTERN OFFICE 
423 Madison Avenue 400 North Michigan Avenue 
New York 22, New York Chicago 11, Illinois 


seventeen sells’ 


NEW ENGLAND OFFICE PACIFIC COAST OFFICE SOUTHERN OFFICE 
Statler Building 9126 Sunset Boulevard Rhodes-Haverty Building 
Boston 16, Massachusetts Hollywood 46, California Atlanta, Georgia 
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Emerson Promoies Abrams 

Stanley M. Abrams, formerly 
television sales manager, has been 
appointed acting director of sales 
of Emerson Radio & Phonograph 
Corp., New York. He succeeds 
Charles Robbins, who resigned as 
v.p. and sales director to become 
president of Emerson-Midwest 
Corp., Chicago, a new distributing 
company 


Ford Dealers Back Football 


The Ford Dealers of Louisville 
will show 11 films of University 
of Kentucky football games this 
fall over Station WHAS-TV. The 
programs, bought through J. Wal- 
ter Thompson Co., Cincinnati, will 
be beamed on Sundays following 
the games 


| DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 
- = CORPORATION - 


insurance Exchange Kansas City Mo 


FC&B Shuffle Returns Belding to 
Coast; Cone Directs N. Y., Chicago 


(Continued from Page 1) 
served as counsel for International 
Cellucotton Products Co. and Toni 
Co., two FC&B clients. A native 
Chicagoan and a Harvard gradu- 
ate, Mr. Carney, who is in his mid- 
dle forties, will make his head- 


quarters in Chicago 
“He 
Belding 


| 


to 
the 


Foote, Cone 
direction of 


& 
its 


brings 
ina 


Fairfax Cone 


Don Belding 


| corporate affairs not only a broad 


business experience but also an 


intimate knowledge of the agency | 


itself and of its operation with two 
of its principal clients,” the an- 


;nouncement to the staff said. 


With the transfer of its General 


Foods accounts to New York, Rol- 
land W. Taylor, head of the group 
working on the account, will also 
transfer to New York, along with 
A. J. Becker and several other 
members of the Chicago General 
Foods group 


@ Operation of the New York of- 
fice will thereupon be the respon- 
sibility of Frank Delano, who has 
been executive assistant to the 
president in that office; Mr. Tay- 
lor, and Elwood Whitney, who has 
been an executive v.p. in New 
York, and will supervise the New 
York creative departments. Wil- 
liam E. Berchtold, who has been 
an executive v.p. in the New York 
office, yesterday announced his 
resignation from the agency. Ken- 
ath Sponsel, v.p. in New York, has 
also resigned 

The Chicago office will be the 
responsibility of Roy Campbell Jr., 
v.p.; J. Hugh E. Davis, who has 
been executive v.p.; and Robert J. 
Koretz, v.p. The latter will super- 
vise Chicago creative departments. 

Both offices will operate under 
Mr. Cone’s direction. 


FLORIDA IS ONE OF AMERICA'S BIG, IMPORTANT, FASTEST- 


hin. 
_ 


other markets 


laying an egg- 


GROWING, YEAR AROUND MARKETS, AND... 


If sales in 


have been 


of Florida’s 


National Representative . Sawyer-Ferguson-Walker Company 


National Representative - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


For a real sales coverage, there is 
nothing like that of Florida’s three 


big morning newspapers—80.47°,, 


+ 


total retail sales, 80°, of 


the general merchandise sales, 81.13°, 
of food sales, 80°,, of drug sales, and 
81.1°, of furniture sales—even 80°, of the 


effective buying income! 


FLORIDA TIMES-UNION 


Jacksonville . national Representative . Reynolds - Fitzgerald, Inc. 


HERALD 


R. W. Taylor Elwood Whitney 
William J. Pringle, who has 
been executive v.p. and manager 
of the Los Angeles office, and Jack 
Smock, v.p. in that office, will be 
responsible for the L. A. operation. 
Ford Sibley, who has been v.p. and 
manager in San Francisco, will 
direct that office, and S. R. Wil- 
helm will assume direction of the 


Wm. Pringle Jack Smock 


Houston office. All of these offices 
will be operated under Mr. Beld- 
ing’s direction. 

M. P. Franceschi, who has been 
v.p. and general manager in New 
York, will be responsible for Foote, 
Cone & 3elding International, 
again under the general direction 
of Mr. Cone. 


@ Although the announcement to 
the staff said nothing about titles, 
it is understood that those in 
charge of the various offices will 
operate with v.p. titles, and that 
there will be no executive v.p.s 

The board of directors has been 
enlarged to include Delano, Taylor 
and Whitney and A. E. Rood, v.p. 
in New York; Campbell, Davis, 
Koretz and Carney in Chicago; 
Pringle and Smock in Los Angeles: 
and Sibley in San Francisco. 

Mr. Carney has been elected 
chairman of the board of directors; 
Mr. Cone has been elected presi- 
dent, and Mr. Belding chairman 
of the executive committee, which 
will comprise Belding, Carney and 
Cone. 


s The reorganization of the agen- 
cy is designed to solve the prob- 


America’s finest 
photoengraving 


plant 


COLLINS, MILLER & 


HUTCHINGS, Ine. 


Frank Delano Ford Sibley 


lems which have plagued the New 
York office since the resignation 
of the Lucky Strike account several 
years ago. When Foote, Cone & 
Belding emerged from the dissolu- 
tion of Lord & Thomas, the New 
York office of the agency was pro- 
viding the largest share of the 
volume, with the huge Lucky 
Strike account accounting for the 
major portion of New York busi- 
ness. 

Gradually, however, and nota- 
bly after the resignation of the 
Lucky Strike account, the New 
York office has assumed second 
place to the burgeoning Chicago 
office, whose billings and profits 
have expanded year by year. Un- 
der the original setup, Mr. Belding 
was primarily responsible for West 
Coast operations, Mr. Cone han- 
dled the Chicago office, and Emer- 
son Foote, one of the three original 
equal owners, conducted New York 
operations. 


@ In April of last year, Emerson 


Foote, who then was president of 
the agency, took a leave of absence 


_% "ea" 


*: 


A. Edw. Rood 


M. P. Franceschi 


because of ill health, and Don 
Belding, chairman of the executive 
committee, became president and 
took over general supervision of 
the New York office, which he 
has continued to do since October 
of last year, when Foote resigned 
and sold his stock interest to the 
corporation. 


In the agency's first year of 
operations—1944—it billed $31 
million, and approximately the 
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same amount the following year. 
Then, despite difficulties (princi- 
pally in New York) it moved up 
to $40 million.in 1946, $52 million 
in 1947, $52.6 million in 1948, 
dropped slightly to $51.4 million 
in 1949, and hit $61 million in 
1950—a large enough figure to 
make it the sixth largest agency in 
the U. S. 

During this period the Chicago 
office, under the active direction 
of Mr. Cone, has assumed a domi- 
nant position in the agency's oper- 
ations. It is reported to have ac- 
counted for somewhat more than 
two-thirds of the agency’s profits 
last year, and currently is said to 
be running at a rate of about $36 
million a year—a whopping 35% 
increase from last year 


@ The West Coast operation—the 
largest agency operation in the 
West by a considerable margin 

has always been a_ relatively 
smooth and stable one, but the 
New York office has been the 


“problem child” in the agency set- 
up. In May it lost the Anahist Co 
account to Batten, Barton, Dur- 
stine & Osborn. Then in July Pep- 
sodent Division of Lever Bros. Co 
named McCann-Erickson and 
shortly thereafter Rheem Mfg. Co 
announced its appointment of 
Campbell-Ewald Co. 

The switch of the FC&B General 
Foods business to New York, along 
with the transfer of the top team 
which has been handling the busi- 
ness out of the Chicago office, will 
almost certainly make the New 
York operation more nearly a 
duplicate of the highly successful 


Chicago operation. 
In effect, observers believe, the 
new setup will serve to integrate 


the Chicago and New York opera- 
tions, under the direction of Mr 
Cone, more closely than they have 
ever been before, while Mr. Beld- 
ing devotes the major portion of 
his energies to the operation of 
the relatively self-contained West 
Coast offices. 


Fred Auger Named Publisher 
of the ‘Winnipeg Tribune’ 


Fred S. Auger, formerly director 
of advertising of Procter & Gamble 
Co., Toronto, has been appointed 
v.p. and publisher of the Winnipeg 
Tribune. 

In addition to his service 
P&G, Mr. Auger 
advertising department 
son’s Bay Co., Calgary, 
McKim Advertising Agency, 
couver. 


ABC Lists 6-Month Income 
American Broadcasting Co. and 
its subsidiaries had a net income 
of $472,000 after federal income 
taxes for the six months ended 
June 30, equal to 28¢ a share. Dur- 
ing the first six months of 1950, 
ABC had a net income of $180,000 
or 1l¢ a share. 


Maxwell House Backs Soaper 

General Foods Corp., New York, 
will promote Instant Maxwell 
House coffee on “When a Girl 
Marries” over ABC radio, effec- 
tive Oct. 1. The show, which will 
be aired weekdays, 10:30 a.m.., 
CDT, was bought through Benton 
& Bowles. 


Cook to Allen & Rutherford 

William A. Cook, formerly ad 
manager of American Motel, has 
joined the sales staff of Allen & 
Rutherford, publishers’ represent- 
ative. 


with 
has been in the 
of Hud- 
and with 
Van- 


CHICAGO CHIEFS—Triumvirate heading the Chicago office of FC&B, shown with 
Fairfax Cone, are (I. to r.): Roy C. Campbell, Robert J. Koretz and J. Hugh E. Davis. 


CKCW Appoints Young 


Station CKCW, Moncton, N. B., 
an affiliate of the CBS network in 


Canada, has appointed Adam J. 
Young Jr. Inc. as its representa- 
tive 


Rink Joins ‘American Home’ 

George A. Rink, with Leo Bur- 
nett Co. for the past eight years, 
has joined the Chicago sales staff 
of American Home. 


$5,000,000 Anti-Communism Ad Campaign 
Planned by New All-American Conference 


WasHINncTon, Aug. 16—A_ $5,- 
000,000 advertising campaign 
against communism is planned by 
the All-American Conference to 
Combat Communism, a new organ- 
ization which has set up head- 
quarters here. 

Ross Roy Inc., Detroit agency, 
has been appointed to handle the 


campaign, which reportedly will 
include $1,350,000 for newspaper 
ads, $795,000 for magazine space, 


$1,500,000 for TV, $500,000 for ra- 
dio and $175,000 for administrative 
expense. The drive is expected to 
get under way late this year. 

Dr. Daniel A. Poling, Philadel- 
phia, is chairman of the conference, 
which has been spearheaded by 
the American Legion and is made 
up of 59 organizations. Some funds 
for the drive have already been 
collected; all 59 participating or- 
ganizations will share in the fund 
collection. An executive commit- 


’ 


tee of the All-American Confer- 
ence will decide the tack to take in 
advertising the domestic and for- 
eign dangers of communism 
Headquarters are at 1011 20th 


St. NW, Washington 


Alaska Airlines Promotes 

Using the theme “Fly Alaska to 
Alaska,” Alaska Airlines, Seattle, 
announced its new Alaska service 
Aug. 12 with 1,050-line ads in 
Portland, Tacoma, Seattle, Fair- 
banks and Anchorage dailies. Spot 
radio was used in Portland, Seattle 
and Alaska and outdoor in Port- 
land and Seattle. Pacific National 
Advertising Agency handles the 
account. 


Thorton Named ABC A.E. 


Leonard Thorton, formerly as- 
sistant ad manager of American 
Poultry Journal, has been named 
an account executive in the ABC- 
TV sales department, Chicago. 
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Agency Group Elects 

A. L. Beyea of Robert Otto & 
Co., New York, has been elected 
president of the International 
Assn. of Advertising Agencies 
Other new officers are: Arthur A 
Kron, Gotham Advertising Co., 
New York, v.p.; C. Miller, J. 
Roland Kay Inc., Chicago, western 
v.p. and Thomas Quinn, Irwin 
Viadimir & Co., New York, secre- 
tary-treasurer 


Telechron Ad Chirurg’s 


The Telechron Corp, magazine 
ad pictured on Page 1 in AA last 
week was prepared by James 
Thomas Chirurg Co., not N. 
Ayer & Son. Chirurg handles spe- 
cial clock advertising, Ayer house- 
hold clocks. 
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OLD TWMERS THE TIMES IS SEATTLE’S 


ACCEPTED NEWSPAPER 


Seattle's growth has been spectacular during the past ten years 


same area increased at more 


But even more spectacular has been the growth of The Seattle 
Times. While the population of Greater Seattle (King County) 
increased 45 per cent, the circulation of The Seattle Times in the 


than twice that rate 


These figures again demonstrate that 
The Times is Seattle's accepted 


neu spaper 
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It's Raleigh tor His Money: 
Likes Premiums, Too 

To the Editor: From the view- 
point of a smoker of Raleigh cig- 
arets since they were first intro- 
duced, may I follow up your July 
9, Page 1, discussion, at the same 
time answering Mr. Lowry’s letter 
in your column of July 30, with 
these factual remarks 

My wife and I have a home full 
of various Raleigh premiums 
Many of our friends smoke Raleigh 
cigarets. Neither we nor they feel 


This department is a reader’s forum. Letters are welcome. 


we have been given cheap tobacco 
to make the resulting premiums 
possible 

In all the years I have been 
smoking Raleigh cigarets I have 
never had the experience of hav- 
ing one rejected when a smoke was 
requested, and despite the adver- 
tised impression that the exalted 
members of the medical profession 
prefer another brand, I personally 
know many doctors who, like my- 
self, prefer to smoke Raleigh cig- 
arets. 

Like all chain smokers my T- 


I, 


iJ 


competitor! 


= ++ 


P| 


its nearest 


BMB 6 or 7 DAYS a week: 
WOW...........306,060 oe 
Second Station ..202,630 Exrpa pairs 


) 


103,430 ~0F EARS 


BMB 6 or 7 NIGHTS a week: 
WOW......... 259,420 


Second Station..160,570 “EXTRA PAIRS 


For the shock-proof 
Omaha-Plus Market.s 


590 KILOCYCLES - a strong signal for 


HF 200 miles! | 


. BASIC NBC AFFILIATE - listening 


ae 


98,850 OF EARS 


7p : i NE 


27 years inthe making! ~_ 


ALERT, ACTIVE LEADERSHIP — Main- 
tained 27 years by constant, aggres- 
sive, promotion and merchandising. 


BLAIR CO., Reoresentatives 


zone is in awful condition and my 
nose has a tingle if I inhale any 
brand too much. I cough simply 
awful during the night, or I did 
until my Raleigh-smoking doctor 
suggested I try a De-Nicotea (Al- 
fred Dunhill) cigaret holder. After 
using it for about four months I 
still have a cough but the tone 
of the night blast is less powerful 
and neither my wife nor myself 
are awakened by the blast. 

Years ago an advertising trick 
of a cigaret manufacturer was to 
supply little “cover up the brand” 
tubes and have you and your 
friend prove that the advertised 
brand was best. Since your July 9 
blast at Raleigh I have had a great 
deal of fun handing Raleigh cig- 
arets (brand name covered) and 


isking my friends and office visi-! 


‘ors to name the brand. 
For the record, since 


used about three cartons of Ral- 
;eighs (1 get four extra coupons 
| when I buy them by the carton) 
| making this test and not a single 
smoker has named the brand he 
| was smoking as a Raleigh! I am 
prepared to give this as a sworn 
statement. After all, constant 
smokers have as much taste ability 
as a dead advertising genius. Ex- 
cept for one brand that puts some 
| “sweet stuff” into their blend, as 


|} a smoker of anything for 27 years} 


|I cannot tell one brand from the 
| other, so if I must burn up money 
I smoke Raleigh cigarets and we 
have lovely premiums for our 
home. 
JOHN D. STANDARD, 
Executive Editor, John D. 
Standard News Service, Chat- 
tanooga, Tenn. 


e 
Isn't Raleigh's Ad Expense 

To the Editor: If 87¢ out o’ 
every so-called advertising dollar 
| Boes as a dividend to 
| smokers, it is not advertising ex- 
pense at all. It is virtually money 
returned to the customer in the 
form of desired merchandise. 
such, it can hardly be considered 
money as spent by Raleigh. 

VIRGINIA PHILLIPs, 
Advertising Manager, James 

Bliss & Co., Boston 
| e 
Misses Several Rounds 
|in Raleigh Controversy 

To the Editor: I seem to have 
missed several rounds of the big 
fight between the Raleigh com- 
pany and the self-righteous admen. 
So I have a few questions 

First, are there no ethics, is 
there no morality, to advertising? 
Doesn't the fact that the FTC has 
completely exploded the claims of 
“milder,” “cooler smoking,” “‘bet- 
ter tasting,” and “no unpleasant 
after-taste” make any difference 
to anybody”? Doesn't anyone recog- 
nize a lie, and in particular, doesn't 
the FTC? 

If the answer is “no one takes 
cigaret advertising seriously,” then 
what about the Save-the-World- 
through-Free-Enterprise ads? 
What about the many serious mes- 
sages that advertising agencies 
delight so in presenting? In brief, 
how hypocritical can you get? 

Also, don’t you think Raleighs 
deserve credit for being truthful in 
this very important respect? 

Joun G. KNECHT, 


Barrington, Il. 
Mr. Knecht must indeed have 
missed several rounds in the 


Raleigh story. The debate does not 
revolve around any of the points 
he mentions. It is concerned with 
Raleigh’s use of advertising to as- 
sert that it can give premiums be- 
cause it does not spend as much 
money as others for “the words and 
pictures of advertising,” whereas 
a comparison of advertising and 


reading | 
your July 9 Raleigh piece I have} 


Raleigh 


As | 


sales figures shows that Raleigh 
advertising costs, per pack of 
cigarets sold, are higher than aver- 
age for the industry leaders. 

e e e 
Says News Highlights 
Help a Busy Reader 

To the Editor: Congratulations 
on your new front-page feature: 
Highlights of the Week’s News. 

There are so many magazines 
that I try to keep up with that 
this feature is going to help me 
tremendously in picking out the 
most interesting news. | 

Keep up your good work! 

Water LOWEN 

Walter A. Lowen, Placement | 

Specialist, New York. 

7 ° e | 
dungry Art 

To the Editor: What with the | 
folks out here in Southern Cali-} 
fornia going in for horse meat ito} 
| keep within the family budget, the 
word STEAK cannot help but 
arouse most everyone these days, 
even in arty Laguna Beach. 

When one of our more popular | 
price restaurants, which _ still) 
prides itself on featuring a steak 
dinner at $1.85, complained thai | 
no one seemed to write them an| 
ad worth sour apples, and that if 
they were to take space in the 


} 


AN EXPERIENCE IN GOOD FOOD 
AWAITS YOU WHEN EATING WITH US | 


The pleemre of weting mere a the cew't of years of offers te sere the 


@ scqere Bret. ante lems penne 
A mn et eee ee me ee 
we eee 


SANDWICH MILL 
RESTAURANT 


et ome Stent 
One of Mee Forty Dey Mestawronh of Logese boo: 


{annual Festival of Arts edition of 
| our newspaper we had better come 
| up with something GOOD, we 
| grabbed another cup of coffee and 
started thinking, which the restau- 
rant owner implied ad_ writers 
would not, or could not, do. . 

| After several tries in the back 
| room of the restaurant, and final- 
ly securing a larger platter, our 
local photo expert came forth with 
what you see on attached proof of 
| the ad we wrote around “the pic- 
|} ture of the vear.” The restaurant 
| owner was so pleased he doubled 
the space he originally signed up 
for 


Forrest E. Doucette, } 
Advertising Department, | 
South Coast News, Laguna 
Beach, Cal. 

ao e e 
Says Advertisers’ Support 
Warrants Publicity Priority 

To the Editor: Some time ago! 
you ran a news item concerning a! 
“Bill of Rights” for the trade pa- 
pers in the radio-electronic after- 
market. Since we publish trade 
papers in this field, we know a 
little something about the genesis 
of this move. 

We have deliberately refrained 
from comment because this “Bill 
of Rights” proclamation was di- 
rected at one of our competitors 
We do not take advantage of com- 
petitive developments like this but, 
after a careful review of the mat- 
ter, we believe that something 
should be said for the trade paper 
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in question. 

The publication at which this 
“Bill of Rights” was directed had 
sent out a notice concerning their 
large annual May Trade Show is- 
sue. In the letter they stated that 
news items about new products in 
this issue would be restricted to 
advertisers only. As we understand 
it, this was the crux of the entire 
matter which resulted in the de- 


‘velopment of the move to formu- 


late this “Bill of Rights.” 

Because the trade paper in ques- 
tion could not in all conscientious- 
ness rebut this move without lay- 
ing itself open to further criticism, 
we would like to have space to 
answer for all good trade papers. 


Trade paper publishers today 
are up against increased costs. 
Reports from reputable publish- 


ing associations and other groups 
show that costs are increasing 
much more than revenue. Since 
our product consists of white space 
only, this means that we must 
utilize that white space to the 
greatest possible advantage. Being 
business men, we realize that our 


368,198, OF ‘EM 


Everywhere 
Men Who Are Getting 
Ahead in Business 
Read 


The Wall Street Journel 


Are you satisfied 
with the way 
you are getting 
ahead with the 
men who get ahead 


in business? 


If not, 


THE WALL STREET 
JOURNAL 


should head 
your 


list. 
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revenue derives from those com- 
panies which pay for a certain! 
amount of the white space in each | 
issue. Because they are customers 

these advertisers should receive 
first consideration when allocating 
the white space available for pub- 
licity, new product news, etc. 

Any trade paper publisher in 
the country will tell you that there 
are established and _ reputable 
firms in his industry who are 
what we call “free loaders.” Month 
after month, year after year, these 
companies flood the trade Papers 
in each industry with reams of 
publicity and with stacks of ex- 
pensive pictures. But they never 
follow through by supporting the 
publications in the various indus- 
tries with advertising revenue. 

It has always seemed to me to 
be the height of unfairness for 
these companies to expect to get 
publicity in media which are sup- 
ported by their own competitors. 
As a practical question, why 
should I as a publisher continue 
to devote increasingly important 
and costly white space to the pub- 
licity of companies which do not 
support industry trade papers and 
which are in direct competition 
with companies that do support 
industry trade papers? To my 
mind, the “Bill of Rights” for trade 
papers in the _ radio-electronics 
aftermarket missed this factor en- 
tirely. .. 

We are frank to admit that 
where publicity is concerned we 


always give first consideration to} 


our regular advertisers. We believe 
we owe this to them because their 
support of our publication means 
that they are also supporting the 
industry we represent. We do not 
believe that any question of ethics 
is involved here. We believe that 
it is practical common sense for 
any business to give preferential 
consideration to its customers. . .It 
is their revenue which allows us to 
print the editorial material which 
is designed to contribute to the 
growth of each industry we serve, 
and it is further designed to be of 
practical benefit to our readers. 

It seems to me that what the 
trade paper publishing industry 
needs is a “Bill of Rights” for 
publishers that will make these 
publicity hungry manufacturers 
realize that they, too, must share 
in the support of industry media 
because if they don’t, the time is 
going to come when they will find 
the pages of these media closed to 
them. 


ApVERTISING AGE could contrib- 
ute a great deal to this subject by 
holding a forum of trade paper! 
publishers through which they 
could express their own views on 
what, in our own case at least, is 
one of the most important prob- 
lems facing us today. 

Mat Parks, 

President, Parks Publishing 

Co., Chicago. 


. e . 
Files Reveal ‘31 Protest | 
Against Amos ‘n’ Andy Show | 

To the Editor: In a recent issue} 
of ADVERTISING AGE you carried} 
an article about protests on the) 
new “Amos ‘n’ Andy” television | 
show. I believe that the article also} 
included the statement that no| 
similar protests had been made of | 
the radio show, which had run for} 
years. 

In going through a 1931 file of | 
The Grand Haven Daily Tribune 
I ran across this item, which I 
think might be of interest to your) 
readers—to show, if nothing else, 
that times don’t change as much as 
we think in 20 years. | 

“Pittsburgh, August 6 (AP)— 
Robert L. Vann, Negro attorney | 
and publisher, said today he would | 
ask the federal radio commission 
and the United States district court 
in Illinois to ban “Amos and! 
Andy” from the air. 

“Vann, who said he had petitions 
signed by more than 200,000 per- 
sons, described the radio sketch 
as a reflection on a race of people 
who believe they are doing a little 
bit better than Amos and Andy are 
doing with the fresh air taxi com- 
pany.” 


ALpEN H. SPENCER, 

Retail Advertising Manager, 

The Daily Tribune, Grand 

Haven, Mich. 

- e e 
Salesense Provides Ideas 

To the Editor: Request permis- 
sion for use of quotation on “Mrs. 
McKnight’s Water Sprinkling Sys- 
tem” that appeared in James D. 
Woolf’s column entitled “Come 
Right Out and Say What You 
Mean,” in the August issue of our 
house organ. 

Mr. Woolf’s column is about the 
most sensible and plainly worded 
on advertising that I have ever 
read. I continually find ideas and 
items that can be tied in with our 
Crystal Tips automatic ice maker. 

Harry J. ZIMMERMAN, 

Advertising Department, 

American Automatic Ice Ma- 

chine Co., Faribault, Minn. 
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Time Buyers are Like Bulldogs! 


(Guess They’ 


re The Same Everywhere!) 


They hang on to a good thing...once they get 


their teeth into it! 


And, those who buy time on WIOD, really hang 
on! Why, many of our advertisers have straight-talked, 
sung, shouted, soap-boxed, wheedled...and so/d their 
wares and services continuously over WIOD for 20 years! 

And this year, our advertisers are reaping extra 
dividends. We've the largest listening audience in the 


history of our station. 

Check BMB Report No. 2. a 
Our Rep, The Bolling 

Company, will gladly fill 8 


in the details of what 4 4 
we've got and how we 


5,000 


ve ee, 


JAMES M. LeGATE, General Manager 


WATTS + 610 KC + NBC 


REATER CIRCULATION 
GAIN THAN ANY OTHER 


DETROIT WEEKDAY 
NEWSPAPER 


@ FREE PRESS INCREASE 
20,611 COPIES PER DAY 


@ DETROIT NEWS INCREASE | 
11,256 COPIES PER DAY 


@ DETROIT TIMES INCREASE 
14,306 COPIES PER DAY 


For the 6 months’ ending March 31, 1951, compared with the corresponding 1950 period 


THIS GREATER INCREASE IS NOTEWORTHY 


it was made during the period when 
1. B EC i U ) E seasonally, evening newspaper circulation 


grows faster than morning newspaper 
circulation. 


it is achieved without any “high pressure” 
BECAUSE push, or “hot rod” contests of any kind. 


this voluntary acceptance on the part of 
BECAUSE the public has made available to the 


advertiser in six short months an ADDI- 
TIONAL audience of Free Press reader- 
families as large as the cities of Saginaw 
or Pontiac or Lansing. 


4, BECAUSE 81.1% of the increase was in the city and 


suburban area. 


36,675 WEEKDAYS 477 \N9 SUNDAYS 


Average net paid circulation for the 6 months’ period ending March 31, 1951 


he Detroit Free P 


; ; JOHN S. KNIGHT, PUBL 
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Business Still Gets 
Bargain in Ad Rates 


(Continued from Page 1) 
just before the war to the spring 
of 1951 


@ AA has found that some media 


today do not cost an advertiser 
any more—-per reader or listener 
reached—than they did 11 years 


One or two have had to ad- 
vance their charges almost as fast 
grocers have, and cannot 
claim to offer great “bargains.” 


ago 
as 


so 


JUST ASK FOR MARIE: 

Cail WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, wy addressing or 
mailing job a pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 


To be specific: 

1. Outdoor posters and network 
radio have not raised their cost- 
per-1,000 rates since 1939. Cost- 
per-1,000 listeners for spot radio 
is up very little. 

2. For 26 magazines studied, the 
cost-per-1,000 net paid circulation 
is up only 8.3% (for b&w pages) 
since 1939. 

3. Car cards, for only 16.2% 
more money, are placed before as 
many riders as they were prewar 

4. Analysis of newspaper rates 
and circulations in ten major mar- 
kets shows that the milline rate 
for 30-odd papers in those cities 
has gone up less than 20%. 

5. For five major farm publica- 
tions the cost-per-1,000 increase 
has been a little more than 25% 
in 11 years. 


this 2 BILLION DOLLAR Market... 


A good example of WMC's specific 
programming is the QUAKER FUL-O-PEP FEED 
Show, featuring the songs of Charley Dial 
Veteran of 1S years in radio and star of the 
famed Kansas City Brush Creek Follies, 
Charley Dial presents his unique popular and 
western renditions five quarter hours a week... 
is consistently rated tops by his vast Memphis 


and Mid-South listening audience. 


One Million 
amilies in th 
Memphis Market iil 


Po ulation Estimate January 1, 1951 


Today, Memphis ranks First nationally in volume 
of wholesale sales per establishment... . and 
WMC, proud of the 1,047,000 families in the 
Memphis and Mid-South area, consist- 
ently schedules programs of information and 
entertainment specifically designed to reach 
. best. 


CHARLEY DIAL 
ON WMC FOR 
FUL-O-PEP-FEED 


AND HERE'S WHAT THE SPONSOR THINKS.... 
‘In the Mid-South area, it is essential that we reach the specific 
market for which our Feed products are designed, Charley 

Dial and his WMC FuL-o-pep FeeD Show have done a 


wonderful job in furthering the Qt 
sales throughout the Mid-South.” 


AKER name and FUL-O-PEP 


Signed J. C. Huckabee 


QUAKER OATS COMPANY 


You can't afford to overlook Memphis as a National Market 
...0r WMC as the leading Memphis Marketer. 


WAVINAE 


MEMPHIS 


NBC — 5000 
WATTS—790 


| Notionol Represeniatives, The Brashom Company } 


WIM CE 260 KW Simultaneously Duplicating AM Schedule 
WAM CT first TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 
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Advertising: A ‘Best Buy’ for the Business Man 


‘PERCENTAGE INCREASE: PREWAR TO THE PRESENT* 


CORPORATE NET PROFITS 


QUANTITY OF FACTORY OUTPUT 


PRICES OF MANUFACTURED GOODS 


- FOOoO 


HOME FURNISHINGS 


CLOTHING 


MISCELLANEOUS 


GENERAL COSTS 


FUEL ALIGHT 


RENT 


COST OF LIVING 


TOTAL 


PRINTING WAGES 


PHOTOGRAPHY 


SPOT LINE ILLUS. 


LaAyouTS 
LETTERING 
ART MATERIALS 


RADIO, TV TALENT COST 
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ELECTROS, ENGRAVINGS 


MAGAZINE PAPER COSTS 


DIRECT MAIL 


50 BUSINESS PAPERS | 
5 FARM MONTHLIES 


35 NEWSPAPERS 


CAR CARDS | 

26 MAGAZINES 
SPOT RADIO 
NETWORK RADIO 


MEDIA COSTS 
ADJUSTED TO AUDIENCE 


6. Business papers, according to 
figures for 50 publications, now 
charge one-third more for a page 
| ad than in 1939. 
| 7. Direct mail, because its costs 
| are more nearly related to wages 
and other factors that have felt 
the full force of inflation, appar- 
;ently has nearly doubled in cost 
to advertisers since prewar days. 


NEWSPAPERS 

In ten major cities, newspapers 
, have raised their general (na- 
| tional) advertising rates substan- 
tially since 1947. Meanwhile, the 
total newspaper circulation in 
those ten cities has dropped a little 
| in the three years. This has spelled 
| out an average cost-per-reader in- 
| crease of less than 20% for adver- 
tisers. But this is also about the | 
total increase from 1939 to 1951!) 

The ten cities-—picked as repre-| 
sentative of U. S. cities where 
newspapers are most used by na- 
tional advertisers—are Chicago, 
Cleveland, Detroit, Houston, Los 
Angeles, Miami, New York, Phila- 
delphia, St. Louis and Portland, 
Ore. There are 35 newspapers in 
the ten cities on which data are 
available. In 1947, when AA made a 
similar study, there were 36 in 
these cities (the St. Louis Star- 
Times no longer publishes). 


e Audit Bureau of Circulations 
reports show that the metropolitan 
dailies in these ten cities for the 
latest six-month period covered 
(in 1950) had a combined weekday 
circulation of 15,345,744. The com- 
bined circulation of papers in the 
same cities in 1947 totaled 15,657,- 
991, or 2% more. In 1939 the total 
circulation was only 11,937,000. 
In 1951 it costs an advertiser 
$30.67 for an agate line in all these 
papers, at the basic rate, which 
gives a milline rate of exactly $2. 
Three years ago the combined 
agate line rate was $26.30, and the 
milline rate only $1.67. In 1939, 


36 newspapers in the same ten 
cities had a milline rate of $1.64. 
(To the extent that the St. 


Louis Globe-Democrat and Post- 
Dispatch pick up the Star Times’ 
lost readers, the circulation pic- 
ture and also cost-per-1,000 will 
be somewhat more favorable to 
newspapers. ) 


RADIO 
In 1939, Columbia Broadcasting 
System meant 107 stations. An ad- 
vertiser who used the full net- 
work for half an hour at night was 
charged $20,050. He paid CBS 
$18,037.50 if he earned the net- 
work's maximum discount. By 
1947, for the same Class A time, 
on a network that had grown to 
152 stations, he paid $26,690, or 
$18,149.20 with discounts. Current- 
ly, an advertiser is charged $27,- 
483 (gross) or $18,688.44 (with all 
discounts) for a Class A half-hour 

on 184 CBS stations. 
Thus CBS has added more sta- 
tions to its network and increased 
time charges over the years, but 


|for the advertiser who earns the 


maximum discount, the rate for 
time has stayed between $18,000 
and $19,000 all those years—ex- 
cept for a while before the rate 
reduction that became effective 
last July. 


@ Or take the NBC rates. National 
Broadcasting Co.'s Red network 
(predecessor of the present sys- 
tem) had 111 stations in 1939, 
when there were an _ estimated 
28,500,000 radio homes. Since 86% 
of these were in the Red stations’ 
area, 24,500,000 homes were avail- 
able listeners. With the network's 
gross evening Class A hour rate 
at $21,900, this figured out at 89¢ 


per 1,000 families 
By 1947 there were 35,900,000 
radio homes, 32,300,000 of which 


were in the range of NBC’s 154 
stations. Its gross Class A hourly 
rate was $26,780, giving a cost- 
per-1,000 homes rate of 83¢. It has 
since gone down further. At the 


old time charge, last spring, there | 
were an estimated 41,900,000 radio! 


homes, 34,900,000 reached by 
NBC’s 167 stations. At a gross rate 
of $27,785, this gave a cost-per- 
1,000 homes of 80¢. And since the 
new rate became effective this 
summer ($25,006 for a Class A 
hour), the rate is down to 72¢. 


e NBC has also come up with a 
prediction of radio costs for the 
fall of 1951. For potential homes 
(i.e., data are not related to an 
average program’s actual listener- 
ship) it gives the following data 


| 
* COST OF LIVING.ETC INCREASES 
BASED ON 1935-39 AVERAGE 
PRODUCTION COSTS AND MEDIA 
COST-PER-| 000 BASED ON 1939 
FIGURES. 


Chart copyright by Advertising Age 
for half-hour evening network 
shows: 

Time Cost* Talentt Time & AM-Only 
Talent Homes 
NBC $10.510 $8,750 $19,260 22,921,000 
CBs 10.915 8.750 19.665 20,656,000 
ABC 8.741 8.750 17,491 16,673,000 
MBS 8.627 8.750 17.377 14,080,000 
Total $73,793 74,330,000 


Average Cost per 1.000 99¢ 
*'>-hour eve. max. discount full network. 
tVariety estimates 


NBC's figures for delivered au- 
dience are largely based on Niel- 


sen data calculated ahead for 
October-December, 1951, giving 
an average of 8,289,000 people 


reached by an average half-hour 
evening program. With the aver- 
age time-and-talent cost at $18,448 
for the four networks, the cost per 
1,000 people will be $2.23, NBC 
predicts. 


@ Against such figures as the 
foregoing are those of the Assn. 
of National Advertisers, whose 
Studies last spring indicated TV 
had cut radio listenership 19% in 
a year’s time (AA, March 19). 
ANA’s report, although applicable 
only to TV markets, helped force 
the networks to lower their rates. 

The networks concede that tele- 
vision has cut down listenership 
somewhat in TV markets—and the 
size of audience, of course, bears 
on any figuring of costs-per-1,000 
However, even with listeners per 
program nationally down 15% 
thereabouts, as some have esti- 
mated, the lower cost for Class A 
time in relation to higher set fig- 
ures makes it fairly obvious that 


the cost per 1,000 for nighttime 
network radio is no higher than 
it was years ago. And daytime 


radio, not hurt so far by TV, would 
show an even more favorable cost 
picture for the networks. 


SPOT RADIO 

Spot radio rates are believed to 
have kept pace with the gains in 
audience and actually to cost the 
advertiser a little more currently 
than in prewar days. Despite this 
general belief, spot radio is headed 
for its greatest season. 

A study made in October, 1949, 
by Free & Peters, radio represent- 
ative, indicated that spot radio 
actually was a better buy then 


than in 1943. Free & Peters showed 
that in 33 markets where it rep- 
resented stations, the average cost 
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in 1943 for one announcement (at 
maximum discount, for one min- 
ute of daytime radio) was $11.19. 
This, it said, gave a cost-per-1,000 
homes of 1.82¢. In 1949 the com- 
parable average cost per station 
was $15.32, but audience growth 
reduced the cost per 1,006 homes 
to 1.78¢, the organization reported. 
Free & Peters has not brought its 
figures up to date. 


MAGAZINES 

Magazine advertising rates in 
the past three years have gone up 
more than magazine circulation. 
This has increased advertisers’ 
costs of reaching readers. Less and 
less often now are announcements 
of magazine rate hikes accompa- 
nied by increases in circulation 
guarantees. 

Magazine advertising rates are 
nevertheless still quite a bargain 
to advertisers. Mad the cost of 
reaching readers with ad messages 
gone up as much as groceries, since 
prewar days, advertisers would 
now be paying about twice as 
much for their magazine space. 

The history of costs in this medi- 
um since the mid-thirties is an 
interesting one. From about 1935 
to 1939 circulations advanced 
ather more rapidly than space 
rates. This continued during the 
war, and not until about 1947 did 
rate increases catch up with cir- 
culation gains. Percentage-wise, 
the increases were large. Since 
1947, however, magazine circula- 
tion gains have been small, while 
space rates have continued on- 
ward and higher at a substantial 
pace 


s This is substantiated by AA's 
own study and by figures from 
the Magazine Advertising Bureau. 

In 1946 and in 1948 AA studied 
figures of 26 magazines—four in 
the shelter group, eight women’s 
monthlies, seven general weeklies, 
three general monthlies and four 
“special” or miscellaneous publica- 
tions. The rate per thousand read- 
ers for a b&w page in each of the 
26 magazines, it was found, had 
averaged $2.89 in 1939, $2.76 in 
1946 and $2.78 in 1947 

Looking at figures for the identi- 
cal list, covering the last part of 
1950, AA has found that the aver- 
age cost per 1,000 readers has ad- 
vanced to $3.13 for b&w pages 
This is a gain of 8.3% over 1939 
and 12.6% over 1947. 

The data on which this cost-per- 
1,000 is calculated are: 


Net Paid 1-Time B&W Rate per 
Year Circulation Page Rate Thousand 
1939* 35,600,038 $103,070 $2.89 
1946° 47,495,568 131,165 2.76 
1947"* 50, 338.176 139.176 2.78 
1950** 52.815,969 165.175 3.13 


*First half of year; **second half 

These figures show that the 
combined net paid circulation of 
these fairly representative maga- 
zines went up 48.4% from 1939 
to 1950. The gain was only about 
5% from 1947 to 1950. Their com- 
bined ad rate for b&w pages, 
meanwhile, went up 60.3% from 
1939 to 1950 (19% from 1947 to 
1950) 


@ The Magazine Advertising Bu- 
reau’s own study of rates since be- 
fore the war would indicate the 
magazines are an even better buy. 
MAB figures show that, for a 
larger number of magazines, the 
cost-per-1,000 readers has gone 
up only 7.5% since 1939 for b&w 
pages. and only 5.8% for color 
pages 

Here are the bureau's figures 
on b&w page costs: 


Year Agoregate Aggregate Rate per 

page rate Circulation Thousand 
1939* $149,362 56.071, 300 $2.66 
1947"* 201.163 75.207,500 2.67 
1950* 223,996 78,341. 300 2.86 


"For 44 magazines: **for 47 magazines. 
Similar figures showing changes 
in the cost of four-color pages 


are 

Year Aguregate Aggregate Rate per 
Page Rate Circulation 

1939* $197,763 1,820,100 $3.82 

1947** 282.330 75.207,500 3.75 

1950+ 316.155 78,341,300 4.04 

*38 magazines; **47 mag , 144 


e The bureau's figures for b&w 


pages indicate circulation went 
up 40% in 11 years (11% in the 
past three years) while space 
rates advanced 40% from 1939 to 
1950 (only 4% in the past three 
years). The figures show that the 
cost-per-1,000 for b&w pages went 
up 7.5% in 11 years (nearly all 
since 1947) and the increase for 
color advertising since 1939 has 
been 5.8% (7.7% since 1947). 

The list of magazines covered 
by the MAB study is not the same 
for each year. Holiday, for ex- 
ample, is included in 1950 but was 
not published in 1939. Thus ag- 
gregate page rates and circulations 
are not exactly comparable, but 
the costs-per-1,000 are. 

The bureau points out, also, 
that since the five-year 1935-39 
period as a whole, the cost-per- 
1,000 for b&w pages is up only 
2.9%, and for four-color pages is 
up only one-half of 1%. 


CAR CARDS 
The National Assn. of Trans- 
portation Advertising reports that 
the rate in 50 leading markets for | 


a full run of cards in all vehicles 
on a 12-month basis is now $73,- 
000 a month. Most advertisers, 
however, buy the conventional or 
half service, which is a card in 
every other vehicle, and this com- 
bined cost is currently $41,500 
monthly. The present total circula- 
tion (riders) in the same 50 lead- 
ing markets is 1,193,000,000, the! 
association told AA. 

In 1948, NATA supplied figures 
indicating that the number of 
riders in 53 leading markets was 
1,287,867,725 as of November, 
1947. About three years ago, the 
rate for a full run of cards in the 
53 cities was only $58,559. Com-| 
parable figures for the same cities 
in 1939, NATA said, were $44,867 
and 852,416,023 riders. 

The picture this gives is one 
of declining ad costs per reader 
from 1939 through the war period 
and to 1947, thereafter a mounting 
cost as rates kept ahead of circula- 
tion gains. In 1939, judging by 
NATA figures for full-run sched- 
ules in the leading markets, it cost 
advertisers $52.64 a month to put 


YANKTON - SIOUX CITY « 


CONSIDER 
THE 
COVERAGE 


WNAX ys FARM PAPERS 


WNAX 


(coverage) 


WNAX weekly audience, as measured by BMB 
Study No. 2: 405, 
listening 3-7 times each week. 


210 families — with 80% 


COST PER THOUSAND: 
WNAX 


One class “D"’ half-hour on WNAX carries a one-time rate of $84.00. WNAX reaches 405,210 
families for $84.00 .. . 
OR A COST-PER-THOUSAND OF ONLY... $0.207 


COMPARE 
THE 
COST 


FARM PAPERS 


(circulation) 


publisher's figures 


Farm Paper A 
ee " 8B 
3 
D. 
E 
F 
G. 


(Circulation for 


227,877 
224,968 
218,156 
181,070 
148,420 
93,460 
na 65,180 
the leading farm publications 


in the five states served by WNAX) 


FARM PUBLICATIONS 


The combined black and white page cost to reach 405,000 Big Aggie Land families with these 7 leading 
farm publications would be $1952.10... 


OR A COST-PER-THOUSAND oF.. $4.82 


When you consider the coverage and compare the cost, it's 
easy to see you just can't beat WNAX in Big Aggie Land. So, 
when you buy to sell in the world’s richest agricultural area . . . 
get the BEST BUY—WNAX! 


See your nearest Katz man today. 


THE MIDWEST ADDRESS OF CBS 


FFILIATED WITH THE COLUMBIA BROADCASTING SYSTEM 
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ear cards before 
riders. By 1947 that cost had 
dropped to $45.47. At present, the 
cost is up to $61.19. 

Since 1947, therefore, 
increase per rider has 
34.6% —but since 1939 it 
16.2% more. 


OUTDOOR 
Between 1939 and 1948, outdoor 
plant operators increased their 
rates for 24-sheet posters by about 
20%. Since then there have been 
further and operators 
are understood currently to be ad-| 


every 1,000,000 


the rate 
gone up 
is only 


increases, 


vancing their rates throughout the 
nation. What the extent of this 
summer's general rate boost will | 


be 


has not been estimated by in- 


| SIGHS OF LONG LIFE” 


| FOR QUANTITY BUYERS 
THE ARTKRAFT SIGN C0. | 


Poeteararag Kren 


eeteeet: Gey 0S he OF — 


dustry spokesmen. 


The most recent publicized 
statement on outdoor rates was 
made last October by Edward C. 


Donnelly, president of John Don- 


nelly & Sons, Boston. At that time, | 


he declared, it cost advertisers 

about 9¢ a day to reach 1,000 

Bostonians via outdoor posters. 
Mr. Donnelly, who also is presi- 


| dent of Standard Outdoor Adver- 


tising Inc., New York, recently 
told AA that no increase is sched- 


|uled by the Donnelly company for 


Boston this year, that traffic 
studies now under way indicate 
constant increases in outdoor cir- 
culation, and that this will un- 
doubtedly reflect reduced cost- 
per-1,000 rates to advertisers. 


e Mr. Donnelly and other outdoor 
operators stress that, despite 
higher rates per panel since 1939 
and other years, advertisers no 
longer need to buy as many panels 
they once did because the 
panels are better placed along traf- 
fic arteries, the number of vehicles 
operated has grown steadily since 


as 


PICK UP QUICK, too 


when WTAR sells the Norfolk 
Metropolitan Sales Area for You 


There's a juicy potential for auto and automotive after- 


market sales in the Norfolk Metropolitan Sales Area — 


Norfolk, Portsmouth, and Newport News, Virginia. Sales 
Management* says $104,192,000. You can get your 


share of this big, eager and 


est sales costs with WTAR, 


able-to-buy market at low- 
Number | station in Vir- 


ginia's Largest Market. Why? Hooper shows that most 
Nor-Folks listen to WTAR most of the time, and WTAR 
delivers more listeners-per-dollar than any other local 


station or combination. 


Ask your Petry man to show you how WTAR can pick 
up extra sales and profits for you, or write us, today. 


*Survey of Buying Power, May 10, 1951 


NBC Affiliate 
5,000 Watts Day & Night 


Nationally Represented by 
Edward Petry & Co., 


Inc. 


Norfolk, Virginia 


Inflation Poses a Dilemma for Advertisers 


Despite the fact that costs of reaching readers have gone up compara- 


tively little in recent years, 


companying article show that a hy 
in a 1939 one-shot campaign for its 
for the same schedule than in 1947, 


A 1,000-line ad in newspapers in 10 cities 
A b&w page in each of 26 magazines _. 
Full run of car cards in 50 to 53 major cities .. 
a in 50 business papers (at the 12-time rate) 
A b&w page in each of 5 farm monthlies 
A half-hour of Class A time on one radio network 
otal 


Increased dollars to maintain schedule: 1951 over 
1 over 


advertisers nevertheless must pay sub- 
stantially more for the identical space and time. 


Figures in the ac- 


Advertising Age, August 20, 1951 
years, costs for art work and copy 
have advanced to a degree one 
would hardly have imagined pos- 
| sible. I hesitate to estimate in per- 
|centage figures these increases.” 


pothetical Old Soap & Mush Corp., | 


products, would have paid far less 
or in 1951. 


1939 947 1951 
$ 19.570 26, 30,670 
103,070 139,176 165,175 
44,867 58,559 73, 
8,482 12.901 15, 
19,265 2.600 25,785 
18.037 26.690 7,483 
$ 213,291 186 337,973 


1939 ° 
51,785 (+18%) 


the 30s and war period, and other 
factors further give better value 
and reduce the cost-per-1,000. 

C. D. McCormick, v. p. in charge 
of research and promotion, Out- 
door Advertising Inc., New York, 


pointed out to AA that motor 
registration has risen from 30,- 
615,047 in 1939 to 49,143,275 in 


1950 (up 61%); that gasoline con- 
sumption is up even more (79%), 
and that even the gasoline increase 
not wholly indicative of in- 
creased auto travel because “the 
efficiency of cars is estimated at 
30% greater from 1930 to 1950.” 


is 


e “I think that all these factors 
should be studied before data 
could be considered sound and re- 
liable enough for publication,” 
Mr. McCormick said, adding that 


| age 


OAI’s data “in their present form 
are so incomplete as to make it} 
impossible to arrive at definite | 
conclusions.” 

“The last authentic figure we | 
have on average cost-per-1,000/ 
circulation,” he added, “is 1342¢, 
and without delving too deeply | 
into the subject of circulation and 
rates, we assume that both have) 
risen comparably so that the aver- | 
cost-per-1,000 is still pretty 
close to 13%¢ for poster adver-'! 


| tising.” } 


| years,” 


FARM PUBLICATIONS 


Five major farm  publications| 
with a total circulation of nearly | 
9,000,000 copies a month have | 
raised their advertising rates fre- 
quently since 1939, and not al- 
ways on the basis of added circu-| 
lation. Thus their cost-per-1,000 
readers is not as low to the ad- 
vertiser now as before the war. 
However, the increase has been 
comparatively small. 

The five publications studied 
are Capper’s Farmer, Country 
Gentleman, Farm Journal, Pro- 
gressive Farmer and Successful 
Farming. Three years ago AA re- 
ported that these same farm pub- 
lications offered an average cost- 
per-1,000 of $2.67. Today the aver- 
age is $2.90, up 8.6%. In 1939 
the cost-per-1,000 was $2.47, This 
figures out at an ll-year cost in- 
crease to the advertiser of 27.3%. 

The combined circulation of the 


five monthlies just before the 
war was 7,813,837. By 1947 this 
had increased to 8,464,012 and by 


last winter to 8,907,000. While cir- 
culation thus went up 14% in 11 
years, rates for b&w pages went 
up 32% —the combined one-time 
totals being $19,265 in 1939, $22,- 
600 in 1947 and $25,785 in 1951. 
For the past three years, rates 
are up 14% and circulation about 
5% 


BUSINESS PAPERS 
To find out what has happened 


| for any 


sents the trend for this medium. 

In 1939, these 50 publications 
had a combined circulation of 
826,449. By 1947 this had gone up 
to 1,109,175 and by the end of 
1950 to 1,167,259. Meanwhile, their 
combined rate (for b&w pages at 
the 12-time rate) had moved up 
from $8,482 in 1939 to $12,901 in 
1947 and $15,860 in 1950-51. 


@ For the 11-year period, circula- 
tion advanced only 41% while page 
costs went up 87%. This, of course, 
resulted in higher page costs per 
1,000 circulation. The cost-per- 
1,000 was $10.26 in 1939. In 1947 
it was $11.63, up 13.3%, and at 
present it is $13.59, which is 33.4% 
over 1939 and 16.9% over 1947. 
Although the business papers’ 
gain of one-third in per-1,000 cost 
thus is one of the steepest climbs 
of the media studied, it 
should be stressed that advertisers 
ave neglected the medium less 
| than they have most of the others. 
Various studies have shown that 
business papers in recent years 
have 
S. ad volume. 


DIRECT MAIL 

“Production costs in the direct 
mail advertising field have been 
skyrocketing 
A. M. 
Reuben H. 
cago, told AA. “The work of list 
| compilation offers an example. Be- 

cause of the scarcity of the skilled 

clerical help needed in this exact- 
ing work, our costs have doubled 
and in some instances tripled in 
the decade. In the case of one 
major list, our compilation costs 
today are four times greater than 
they were in 1941. 

“Typists are also scarce. Ten 
years ago plenty were available. 
Now we must often resort to home 
workers, which has raised our costs 
at least 100%. In the past ten 


Andersen, v.p. of 


Here’s the comparison: | 


more than kept their share | 
lof total U.s 


for more than ten! 


Donnelley Corp., Chi-| 


ART WORK, ETC. 
| Art costs have always been a 
difficult factor to determine in 


000 studying advertisers’ over-all costs. 


| It is generally believed, without 
| too much foundation in fact, that 
art costs have skyrocketed more 
since the war than any other com- 
ponent of advertising. In 1946 AA 
was told by many in the graphic 
arts field that the cost of art had 
nearly doubled since prewar days. 
Again in 1948 AA was assured that 
art had more than doubled in cost. 

There are so many aspects of 
art work, so many types used by 
advertisers, that costs vary con- 
siderably. One adman who has 
paid close attention to the subject 
is Douglas Smith, art director of 
The Buchen Co., Chicago. He has 
gathered many cost figures from 
associates and gone back over his 
own agency records to the early 
30s, trying to pin down some of 
the facts. 


e Mr. Smith points out that art 
costs have varied all the way from 
no change to gains of 2,000%! Costs 
for art work of various kinds gen- 
erally leveled out in 1950 and have 
since “held the line,” he told AA. 

Four types of art work, he said, 
which are commonly used and un- 
derstood by admen, are (1) lay- 
outs for 7x10” b&w pages; (2) let- 

(3) spot line illustrations, 
(4) photographs requiring 
| Simple lighting and presenting no 
| special problem. Using these as il- 

lustrations of cost changes, he 

| pointed out the following figures 
(all charges are going rates in 
Chicago, which Mr. Smith believes 
are perhaps midway for the coun- 
try as a whole): 

Layouts: These formerly cost 
an advertiser or agency nothing 
in the mid-thirties. In 1939 they 
cost $15 and now cost $20 (in some 
cases, $25). 

LETTERING: In depression days 
this cost 25¢ to 50¢ a word. It has 
cost about $4 a word since 1940. 

SPOT LINE ILLUSTRATIONS: Up to 
1940 these cost from $12 to $15, 
usually, in Chicago. The current 
cost is about $25. 

PHOTOGRAPHY: From a sub-nor- 
mal cost of about $4 in 1933-34, for 
a picture of a desk gadget or the 
like, the price went up fast to 


SKI 


plus the I 


1939, AA has picked out 50 from 
among the approximately 
such publications for study. These 
50 include 20 industrial publica- 
tions, 15 trade publications, 


the class group and 5 export pub- 
| lications. Some are large, some 
| small. Some have far lower rates 
|= relation to circulation than 
others. It must be conceded that 
| the combined rates of this group 
!of 50 publications may not truly 
reflect the changes for all business 
papers. The chances are, however, 
that the picture obtained repre- 


to rates of business papers since | 


1,800 | 


10 in! 


which the 


Telephone 


*From the 
through sales representatives, 
service men and shop 


exists a keen unde rstanding of 


LLED AND 


WELL INFORM ED 
PERSONNEL * 


president down 


key men, there 


*neraving reproduction and methods } 


rinting processes in 
y will be used. “a 


{ff : 
Cugvairs, Sie. 


Beautiful Color 


Worke Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 


STate 2-5367 
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BOUND DOWNUNDER—Behind those 
glasses is Samuel Meek, v. p. in charge 
of the international department of J. 
Walter Thompson Co. Mr. and Mrs. Meek 
and daughter, Susan, are boarding a 
Pan-Am Clipper in San Francisco enroute 
to Australio. Mr. Meek plans ao survey 
of agency interests in Australia during 
a month-long visit to the South Pacific. 


7 or $8 by 1939, to $10 in 1940 
and now is up to $15 or $20. 

Mr. Smith pointed out that 
prices of art materials have also 
varied greatly, compared with pre- 
war and early postwar days. Lay- 
out pads, for example, are up 
150%. Higgins ink is up only 10% 


Art pencils are still only 15¢, as} 
they have been all along. Paper 
costs are up 250% or more in 


many instances, he said. 


Brown & Williamson Names 
Joseph G. Crume S.P.M. 


Joseph G. Crume, administrative 
assistant to the v.p. in charge of 
sales of Brown & 
Williamson To-| 
bacco Corp., Lou- 
isville, has been 
promoted to sales 
promotion man- 
ager. 

A B&W em- 
ploye since 1932, 
when he entered 
the accounting 
department, Mr. 
Crume later 
served as travel- 
ing auditor of the 
field sales force, and in 1938 was 
transferred to head office sales. 


Joseph G. Crume 


Atomic Appoints von Zehle 

Iron Mountain Atomic Storage | 
Corp., Germantown, N. Y., newly 
formed company offering under- 
ground storage facilities, has ap- 
pointed William von Zehle & Co., 
New York, to handle advertis- 
ing and publicity. The media 
schedule includes newspaper cam- 
paigns in the New York metropoli- 
tan area, with beginning inser- 
tions of 500 lines, eventually scal- 
ing down to a continuing schedule 
of 150-line ads. 


Academy Film Makes Package 

Academy Film Productions, Chi- 
cago, will shortly begin produc- 
tion of the five-a-week, fifteen- 
minute “Bob Elson’s Interviews of 
the Century,” conversations with 
celebrities about to board the 20th 
Century Ltd. in Chicago for New 
York. The show will be available 
for both radio and TV in individu- 
al markets. 


Olin Names Edwin Holloway 
Edwin L. Holloway, formerly in| 
charge of Chicago advertising sales | 
of the Ladies’ Home Journal, has} 
been promoted to midwestern di- 
vision manager, in Chicago, of 
Olin Products Co., New York dis-' 
tributor of Olin cellophane. 


Hill & Christopher Formed 


Herb Hill and Jim Christopher, 
both formerly with Lannan, Sand- 
ers & Christopher, have established 
Hill & Christopher Advertising, 
2024 W. 6th St., Los Angeles. The 
agency initially will service 16 ac- 
counts. 


Joins ABC Central Office 


Robert Hawkes, formerly with 
the St. Louis Star-Times, has 
joined American Broadcasting 
Co.’s central division TV sales de- 
partment in Chicago as account 
executive. 


= 


Keystone Broadcasting Has 460 Affiliates, 
First Half Billings Up 300% Over Last Year 


New York, Aug. 14—Keystone 
Broadcasting System has added 39 
stations since April 1, 1951, and 
now has 460 affiliates, according 
to Sidney J. Wolf, president of the | 
network. Keystone programs are 
recorded transcriptions. 

In a report to the board of di- 
rectors, Mr. Wolf said that the net- 
work’s billing currently is larger 
than at any time since its forma- 
tion in 1940. During the first half 
of the year, he said, volume was 


300% above the corresponding 
period last year. 
Ten new national advertisers 


were added during the first six 
months and 11 additional clients 
have signed for shows beginning 
this fall. 

Mr. Wolf credited the increase 
to the fact that more than 350 of 
the Keystone stations are com- 
pletely outside coverage areas of 
TV stations now operating and 
also to the high purchasing power 


| Barker Joins ABC in West 


McMahon Heads 4A‘s Group 
James J. McMahon, president of 
James J. McMahon Inc., New York, 
has been appointed vice-chairman 
of the committee on business pa- 
kets, where most Keystone stations | P¢'S, of the American Assn. of Ad- 
are tocated vertising Agencies. He has been a 
: member of the committee since 
1948. 


of the small town and rural mar- 


Warren Joins Cyanamid 
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Bowes Names Mulford A. M. 

Richard S. Mulford, formerly 
with Atlas Film Corp., and before 
that with Roche, Williams & 
Cleary, has been named advertis- 
ing manager of Bowes Industries 
Inc. Chicago manufacturer of 
plastic surface and regular paper 
plates. 


Richard F. Warren, 
market editor of Chemical Engi-|§ 
neering, has been appointed senior | 
market research analyst of the! 
new product development depart-| 
ment of American Cyanamid Co., 
New York. | 
1 

Cecil Barker, formerly execu- 
tive producer and program direc- 
tor of TV Station KTSL, has been 
appointed TV program and pro- 
duction director of the ABC west- 
ern division and Station KECA-TV, 
Los Angeles. 


Coca-Cola Names Harrold V. P. 

Frank Walker Harrold has been 
elected v.p. in charge of sales of 
Coca-Cola Export Corp. New 
York. 


COURIER 


LOREN THOMAS 


Las a ean eae 


formerly |< — =— . = ee oe oe oe oe oe oe oe ee ee ee ee ee ee ee 


LOREN THOMAS, Owner of 

BIG T SUPER MARKET 
Northeast lowa's Largest Volume 
Food Outlet says: 
“ADDED FOOD SALES IN MY STORE ARE A DIRECT 
RESULT OF NATIONAL ADVERTISING PLACED IN THE 
MY LOCAL COPY FEATURES ITEMS WHICH 
ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER.” 
Waterloo and the adjacent big, rich 16-county trade 
area are easy to reach, easy to sell—when you place 
your advertising in THE COURIER. Contact us today. 


Waterloo Dailn Courier 


WATERLOO 1Owe 
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Geography Shows You Cities . . . Salesography Shows You People 


Sa esocraPny 


advertising planning. Study your market through 
the powerful telescope of Salesography, and you 
will see 90,000,000 customers that you may have 
been overlooking. 


Many sales managers and advertising men are 
thinking in terms of geography. They concentrate 
on getting distribution and advertisir g coverage 
in all the major cities—and think the job is done. 
But Salesography shows that this gives no assur- 
ance that their product is getting through to the 
ultimate consumer in the volume that it should. 


True, volume sales of many items are made in the 
large cities. But to whom? 
that buying centers are, to a large extent, depend- 
ent on the purchases of small town customers 
If you expect to sell these customers, they must 
be presold in their homes. Preselling is the func- 
tion of advertising. 


Salesography shows the extent to which small 


TTT 


Pathtinder 


WASHINGTON SQUARE * PHILADELPHIA, 


is the new concept in sales and 


tomers whose purchases are 
store sales. 


income and intelligence—the 


Salesography shows 


its 1,200,000 circulation. 


GRAHAM PATTERSON, Publisher 


town people go to the city to buy. It also proves 
that advertising directed primarily at city read- 
ers fails to reach the millions of small town cus- 


counted in city 


Remember, 90,000,000 Americans live in and 
around the smaller communities. 
influences these often forgotten millions like no ‘ 
other medium. Being a news magazine, 
FINDER is read by people of higher than average 
“leading citizens” 
who shape the buying habits of the community. 
In and around cities and towns of 25 
PATHFINDER leads al] news magazines. This is the 
market where PATHFINDER concentrates 80°; of 


PATHFINDER 


PaTH- 


,000 or less, 


The PATHFINDER representative is trained to help 
you work out your distribution and advertising 
plans. Consult him—he is at your service. 


MOU LAU LULL UAAAL 


THE FAMILY 
NEWS MAGAZINE 


PA. 
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B PHOTOGRAPHIC REVIEW 


FOOD AND DRINK—W. Miles Cary Jr., president of Arthur Guinness Son & Co., 
admires the Irish chrysanthemums which his company presented to Miss Food In- 


BANANA BUNCH—When Jim Delaney, dustry at the New York State Food Merchant's convention. The dishes ore (from left): 
. advertising manager of Sinclair Refining Patricia Patterson (Miss Tea); Bettei Page, queen of the food industry (Miss Spice 
»| Co., moved into the new Sinclair Oil Meat) and Patricia King (Beveroge Queen) 


Bidg. in New York, he was greeted by 
MODEL AND BROOMS—Modglin & Co., Los Angeles, uses this photo to make the oan 80-Ib. stalk of bananas from the 


i ‘point that its Perma-Broom and Perma-Scrub fall ad program will include editorial- “bunch” at Sinclair's agency, Morey, 
é: type ads in The American Weekly plus other copy in newspapers in 40 markets. Humm & Johnstone. 
f Dancer-Fitzgerald-Somple has taken over the account from Compton Advertising. 


—_—<«o. ~~ 
— SS SA FL < a ee 


EYE-CATCHER— Wilbur Clark’s Desert Inn, Las Vegas, is getting arterial highways in the Los Angeles area. The entertainment 
a third-dimensional effect with the cutout of the girl and ‘snipe’ at the right is changed on the day of each new floor 
diving board on the painted bulletins now being used on show feature. Buchanan & Co. is the agency. 


ADMEN GO WILD—Sporting five day beards are these Detroit, Cleveland and 
Pittsburgh admen, photographed during a fishing trip in Laurentides National Pork, 
Quebec. Front row (left to right): Philip Ruprecht, McGraw-Hill, Detroit; C. E. 
Livingston, Ketchum, Macleod & Grove, Pittsburgh; Forrest U. Webster, sales ond 
advertising consultant, Detroit. Bock row: Charles Farran, Griswold-Eshleman Co., 
Cleveland; K. C. Warner, Business Week, Cleveland; Charles Ackerman, Ackerman 
Art Studios, Cleveland; and J. C. Clawson, Meldrum & Fewsmith, Cleveland. 


NEIGHBOR REUNION—It often takes a convention to get even neighboring broad- 
casters together after long periods, as witness these reunions at the luncheon 
session of a clinic staged by Broadcast Music Inc., for the Southern California 


PLANNING NOVEMBER SHOW-—Getting together last week to Cone & Belding; Richard Nugent, Nugent Rosmis Studio, ond Broadcasters’ Assn. in Hollywood. Seated are (left to right): Donald Quinn, manager, 
plan the 19th annual show of the Art Directors Club of Chicago William Sproat, J. R. Pershall Co. Seated: Susan Karstrom, KDB, Santa Barbaro; Calvin J. Smith, president, KFAC, Los Angeles, and Ned 
were these committee members: From left to right, standing: Phil Science Research Associates; Williom Johnston, Young & Rubicam Connor, manager, KRKD, Los Angeles. Standing are Glenn Dolberg (left), director, 
Dobrofsky, Promotional Arts; Charles Fox, Young & Rubicam; Marge Fletcher, Bielefeld Studios, and Walter Howe, R. R station relations, BMI, New York, and James Cox, West Coast BMI field represent- 


Jock Amon, Needham, Lovis & Brorby; Orville Sheldon, Foote, Donnelley & Sons Co. Mr. Howe is president of the club. ative. 
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example of discount system 


announcing a new and important 
forward step in magazine advertising — 


dell’s double discount system saves advertisers up to 


12% on space costs 


Dell Modern Group magazines—Modern Romances, Modern 
Screen, and Screen Stories—have always been the buy for 
advertisers who want to sell young women. Now, a revolu- 
tionary rate structure makes them a better buy than ever. 


here’s how it works: Advertisers using a column or more get a frequency discount according to the 


number of insertions in a year. This is reflected in special 3-, 6-, 9- and 12- 
time rates. 


But that’s only half the story. Advertisers also get a dollar volume discount 
based on the total amount they spend in a year. This applies to all advertising 
by a company, whether for one or many products...and it can reach a flat 
8% of the advertiser's yearly net expenditure. 


These combined discounts can save an advertiser more than $15,000 on a 
12-time cover schedule. This new rate system applies not only to Dell Modern 
Group, but to the individual magazines in the Group as well. It becomes 
effective with the January, 1952 issues. 


12 pages — 4-color letterpress — Group 


i-time 
rate 


12-time | Frequency | Dollar Net cost : 
Gross cost rate discount | discount | Net cost per page Saving 


$8,575 


$102,900 | $8,146 $5,148 | $4,887.60 | $92,864.40) $7,738.70 |$10,035.60° 


*This saving equals the cost of 1Vs pages at the 12-time rate 


dell modern group.... 


DELL PUBLISHING COMPANY, INC., 261 Fifth Ave., New York 16, N.Y. 


Call your Dell representative today for the whole story, and a copy of our new rate 
card #30. 
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No. 4060. Radio in Youngstown. 

“Straight Facts” is a new folder 
offered by WKBN, Youngstown, 
©., giving Hooper ratings and au- 
dience index 


The Bloomington Market. 

“The 7th Largest Retail Market 
in Illinois” is a new presentation 
offered by The Daily Pantagraph, 
outlining the size, importance and 
high spending capacity of the! 
territory served. | 


No. 4061 


Information for Advertisers 


No. 4065. lowa Autos. 

A new statistical chart, “Auto- 
motive Units on Iowa Farms by 
Counties,” 
Farmer & lowa Homestead. It 
shows an average of 2.62 automo- 
tive units, but there are significant 
differences by counties. 


No. 4066. Survey of Bottling Busi- 
ness, 
In “The Soft Drink Industry,” 
National Bottlers’ Gazette presents 


|}an up-to-date over-all picture of 


No. 4062. Pharmaceutical Buying. 
In a study of the $150,000,000 a/ 
vear sale of drugs to institutions, 
Hospital Management offers a new | 
booklet, “How Hospitals Buy} 
Pharmaceuticals.” The survey 
shows that, as in so many other| 
buying operations in the hospital, | 
the purchase of pharmaceuticals 
is usually based on a group deci- 
sion, and that advertising penetra- 
tion to the departmental levels is 
do an effective job. | 


necessary to 


|} stand Buyers” 


No 4063. New Data for Burlington, 

Vi. 

The Burlington Free Press has | 
prepared a new “1951 Map and| 
Market Data” folder which pre-| 
sents succinctly the marketing and 

; newspaper coverage picture in the 
70-city trading zone around Bur- 
lington, Vt. Merchandising services 

| of the newspaper are outlined. 


) No. 4064. Latest Data on Detroit. 
+> “Get the Plus” is a new folder 
| offered by the Detroit News cover- 
Fing total retail sales, food sales, 
tgeneral merchandise sales, auto, 
idrug, and furniture sales, etc., as 
}compared with other markets. Cir- 
culation figures and a map show 


ithe importance of Detroit in Mich- | tical tables make for full and easy | 


figan marketing. 


the bottling business—which is 
now a matter of more than 6,000 
plants doing an annual wholesale 
business of nearly $1 billion. The 
booklet covers the industry in con- 
siderable detail and outlines spe- 
cifically the marketing opportuni- 
ties for supplies and equipment. 


No. 4067. Analysis of Better Homes 

& Gardens Readers. 

“Better Homes & Gardens 
ports on its Subscribers and News- 
is a new book of- 
fered by Meredith Publishing Co., 
analyzing readers as to marital 
status, age, family size, home own- 
ership, equipment and possessions, 
reading habits, and buying habits. 
Interesting differences 
subscribers and newsstand buyers 
are brought out. 


No. 4069. The South Bend Story. 
“Current Market Data” is a new 
42-page analysis of the market 
served by the South Bend Tribune. 
It covers market facts, population, 
buying power, retail sales, news- 
paper circulation, industrial em- 
ployment, and distribution, with 
information concerning tests, split 
runs, etc. Maps and detailed statis- 


comprehension. 


Note: Inquiries for the items listed above will not be serviced beyond Oct, 1. 


| USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


is offered by Wallaces’ | 


Re- | 


between | 


THE ADVERTISING MA 


T PLAC 


Rates 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


| 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
| FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
| 209 S. State St Ha 7-2063 Chicago 
| FARM ADVERTISING SALESMAN 


| Group of national farm publications has 
| opening in New York office for experien- 


ced space salesman. Territory includes 
six states plus some accounts in New 
York City. Our staff has seen this ad.| 


Write giving age, education, 

perience, salary expected to 
Box 3932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


selling ex- | 


PUBLIC RELATIONS MAN 
Ten years as executive in nationwide 
business and industrial programs. Back- 
ground includes 16 years newspaper and 
University work. Available mid-August 
Box 3937, ADVERTISING AGE 


11 E. 47th St., New York 17, N. ¥ 
BIG THREE AGENCY ART DIRECTOR 
DESIRES CHANGE 
Minimum p00 


x 3938, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NEW KIND OF JOB FOR 
AGENCY ACCOUNT MAN. 
| Man with agency selling experience for 
| 5000 watt Midwest day and night radio 
| Station. Ne. 1 station in area. Town of 
95,000 population. You will sell, plan 
campaigns, handle merchandising. Ex- 
pect to pay well for this talent. Radio 
experience not necessary. Write 

Box 3933, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PLANT SUPERINTENDENT for middle-| 
Florida publisher printing ten periodicals 


| Must be able to organize plant, thor- 
oughly know magazine makeup. Open 
| shop, town of 5,000 near Orlando, won- 


derful climate, good future, $100 weekly 

up. Personal interviews: Chicago Sept 

8-10; New York Aug. 28-29. Write Al Cody, 
Box 891, Kissimmee, Florida 

WANTED 

Experienced Packaged Food Sales Promo- 
tion Manager. World's largest rice grow- 
ing, milling, packaging and marketing 
organization wants experienced Sales 
Promotion Manager with proven record 
of successfully selling packaged foods 
through food brokers, wholesalers, chains 
and supers. Must be experienced in na- 
tional market analysis, supervision of 
field salesmen and food brokers, and 
preparation of effective sales bulletins 

Write in detail, giving personal history, 
experience and salary required. Clark 
Smith, General Sales Manager, Arkansas 
Rice Growers Cooperative Assn., Stutt- 
gart, Arkansas | 

HAPPY “HUNTING!” 

fishing - so - our office will 
Ist thru August 24th 

and vitality we 
upon our re- 
and 


We're 
be closed 
With renewed 
hope to serve 
turn, Thanks 
| patronage 
FRED J. MASTERSON 
ADVERTIsI & PUBLISHING 
PE NN 


going 
August 
energy 
you better 
for your indulgence 


NEL 
2-0115 Chicago 


| 185 N. Wabash 


Prominent midwest foed company has 
opening in organization for assistant man- 
ager Public Relations Department. Right 
man should be about 35 with basic editor- 
ial experience. Previous industrial public 
relations record desirable. State qualifi- | 
| cations in full. Salary open 

Box 3943, ADVERTISING AGE 

| 200 E. Illinois St., Chicago 11, Ill. 


| Anglo-Je of America’s largest (A. B.C.) 
| 


Anglo-Jewish weekly wants capable, ser- 
space salesman who can 
to take over general man- 
agership. This is a career for the right 
man with opportunity to develop an eq- 
uity interest if earned. Age no problem 
Good salary and commissions. Our organ- 
| ization knows of this a 


ious-minded 
| prove ability 


ADVERTISING -CHORAL DIRECTOR 
Advertising man, managerial capacity, 
top background industrial and newspaper 
Interested position creating, coordinating 
newspaper campaigns direct retailer, and 
or advertising production, etc. Excellent 
musical background Organize, direct 
company, community, choral group. Col- 
lege, married, family. Write 

Box 3946, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Ill 

WARMER CLIMATE ONLY 

Public Relations, Editorial, Promotion. 
Top-notcher desires escape from frigid 
northern winters. Calif. or ?. Several years 
PR director large adv agency, acct. 
exec. PR counsel. Exp. planning, execut- 
ing national, regional projects large vari- 
ety of accounts. Editorial Director maga- | 
zine and book publishing house News., | 
radio editor. Univ. Phi Beta Kappa. Age: | 
34. Min.: $11,000. Full details, references 

Box 3947, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Til 
Creative? Yes! But disciplined too, after 
2's vears copy-layout with top mail order 
firm, one year sales-copy on Daily. Adept, 
enthusiastic, Adv. B. A. Married vet, 25. | 
Consider $4,800-5,200 copy offer anywhere. | 

Box 3948, ADVERTISING AGE | 

| 
| 


200 E. Illinois St., Chicago 11, Il. 
TV WRITER-PRODUCER 
Experienced in research, writing, 
tion, production; public relations; 
sonnel. College grad. Married. 32 
Box 3949, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ii. 
EXPERIENCED AGENCY WOMAN | 
Media Production — Billing | 
Ideal assistant particularly for head of | 
small agency. Years of experience in all 
phases of agency operation-client contact, 
space-buying, production, billing. Chicago. | 
Excellent references. Available Sept. Ist 
Box 3951, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


Young space salesman thoroughly enjoys 
tough, competitive selling in trade field 
Presently «employed but seeking greater 
challenge with mutually profitable future 
Agency contacts. Desires Chi., midwest 
markets. Married. Coll. grad., vet 

Box 3953, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

PUBLISHERS REPRESENTATIVE __ 
To Cover UL, Wise., Minn., Ind., Mo. 
for national trade publications. Give com- 
plete informaticn first letter, experien- 
other books represented, commission 
Box 3950, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 
REPRESENTATIVES WANTED 
Open for competent ad’ rep. for Detroit, | 
Phila, N. Y. City areas. Com. basis. Home 
Comferts Wholesaler - 60 East 42nd St., 
New Yor 


narra- 
per- 


ce, 


>. Sean 
) Maxwert 
BSERVICE 
é 


SALES DEPARTMENT 


a fart of your 
t 


SPECTACULAR 
ELECTRICS 


DECISION-MAKING LEVEL”’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not 4 


get more response, but get the kind of 


response you want—inquiries from ex- 


ecutives who can close the deal at 


once! 


The 8.C. Maxwell Co. Atiantic City Nd, 


BOI oacecevceereesevensnsvonssesnssessnaconaenssorssssessesserssenscnecestnesne FUE sceeinccissniihanasinidiscianabaniiatidadads Box 3944, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
COMAPAIEY aecsererererecerrerereenrerneeenrennernnennerneennennnonneennsens PUBLISHER'S SPACE REPRESENTA- 
| TIVE for top Industrial Magazine. South- 
ADDRESS .......... | eastern territory. Completely undeveloped 
5 figure potential. State qual., exp 
CITY & ZONE .. Box 3945, ADVERTISING AGE 
— } 200 E. Lilinois St., Chicago 11, Ill 
- — | ADVIG. MGR. Food Exp $7000 
: 2 / (TG. ASST $4806 
“A. A. REACHES MEN AT Cavour ARTIST. 200 


EMPLOYER INQUIRIES WELCOMED 
SHAY AGENCY 


Chicago 2, ll. 


SPACE SALESMEN & REPS 
Needed by growing trade journal. Prompt 
and fair commission payments to com- 
| pensate for your efforts. Write for de- 
| tails. State your qualifications 
| Box 3954, ADVERTISING AGE 
200 ©. Illinois St., Chicago 11, Ill. 


30 West Washington 
| 


| BUSINESS OPPORTUNITIES 

| TRADE PUBLICATION WANTED 

| Publisher seeks Trade monthly. New but 
with a future acceptable. Send details 


and recent copies to 
Box 3952, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PRINTING SALESMAN 


Well known Chicago printing firm, near 
loop location, offers opportunity to & 
salesman whose customers demand service 
and high quality wor 

High speed offset and letterpress equip- 
ment. Plant headed by one of the best 
printing superintendents in the business. 
Production and estimating department 
handles all details with speed and in- 


telligence 

Full cooperation on meeting deadlines 
and all work handled fairly without 
management favoritism 

Advertising layout, art, pasteup and typo- 
graphic mark-up seWice by our own 
Creative Department 

Please write freely, all letters held in 
strictest confidence. Our men know of 
thi 


Box 7943, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


OUTDOOR 


ADVERTISIN 


POSTERS and 
PAINTED DISPLAYS 


C Maxwell Co. Trenton NJ / 


Since 1894 


N 


G 
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Sales Group for Sunkist 


Appoints Three V. P.s 


Concentrates Marketers, now lo- 
cated at 270 Park Ave., New York, 
national selling organization for 
Sunkist frozen juices, has named 
R. J. Moone, Gerald F. Morrow 
and Joseph L. Bachand v. p.s. 

Mr. Moone, a brother of J. I. 
Moone, president, will have charge 
of sales for the eastera division. 
Mr. Morrow, formerly with Cal- 
kins & Holden, Carlock, McClinton 
& Smith, will be in charge of di- 
rect chain store sales. Mr. 
Bachand, formerly a partner in 
Ries, Bachand & Antum, food brok- 
er, will direct the southwestern 
division. 


Plans TV Puppet Tie-ins 


Wonderful Enterprises, subsid- 
iary of Bracken Television Pro- 
ductions, Hollywood, has licensed 
Rosa-Lee Mfg. Co., Burbank, Cal., 
to manufacture and sell knitted 
polo shirts and pajamas based on 
the new TV puppet film series, 
“Willie Wonderful,” which bows 
Sept. 3 over Station KLAC-TV, 
Los Angeles, and KPIX-TV, San 
Francisco. Wonderful Enterprises 
has planned a total of 70 merchan- 
dising tie-ins for the new program. 


Shepherd Joins Knox Reeves 

Bill Shepherd, formerly execu- 
tive producer-director of Station 
WCCO, Minneapolis, has been 
named head of radio-TV produc- 
tion of Knox Reeves Advertising 
there. 


ACCOUNT EXECUTIVE 


If you are an Account Executive on 
the West Coast, at present working 
with an Agency that offers limited 
scope, here's an excellent opportu- 
nity to broaden your horizons A 
leading Canadian West Coast adver- 
tising agency is looking for an am- 
bitious, energetic Account Executive 
who can handle responsibility, has 
aggressive personality and can work 
with other keen, progressive-minded 
agency workers. Give background, 
experience and salary expected in 


first letter 
BOX 7940, 


Advertising Age, 200 E 
Chicago 11, Ill 


illinois St., 


We are seeking an experienced, 
successful media salesman who 
knows top-level agency and ad- 
vertising people in the Chicago- 
Mid-West area. His self created 
billing must exceed $150,000 per 
year. 


Age—35 to 45. Basis—good sal- 
ary, plus commission on all 
business. 

Ours is a major medium, 40 


years old, particularly fitting in 
today’s retail trends. Chicago 
opening. Write fully 

Box 7946, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Box 4 
200 E. illinois St., Chicago 11, Ilinois 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


ART DIRECTOR ON FIRE! 


Now with 4A agency. Desires Chicago 
location. On fire with originality, initia- 
tive, executive ability. Prize-winning lay- 
outs, ilustrations, cartoons. Excellent 
background. Five figures. Box 7941, 


ADVERTISING AGE 


| 200 E. Illinois St., Chicago 11, Mlinois 


$20,000. MAN SEEKS 

GREATER OPPORTUNITY 
Seasoned young salesman has built im- 
Pressive record on territorial assignments 
class and trade papers. Ready to tackle 
career job even sacrificing immediate 
income for genuine opportunity 

Box 7944, ADVERTISING AGE 

200 E. Illinois St Chicago 11, Il 
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Along the Media Path 


e The afternoon Time in Green- 
wich, Conn., currently is using six 
coin-vending machines in gas sta- 
tions, railroad stations and restau- 
rants, and plans to install an ad- 
ditional four machines in the near 
future. The vending devices are 
rented on a monthly fee basis from 
a West Coast company. 


e@ “Business Week Reports on the 
Presidents of Schoo] Boards” is the 
title of a 16-page brochure issued 
by the publication. Data covers 
pupil enrollment; construction 
plans; business interests of school 
presidents; magazine readership 
and “media efficiency.” 


e@ Seventeen has launched a busi- 
ness publication campaign to em- 
phasize the maturity of its readers 
and the effectiveness of the pub- 
lication as a sales medium. 


@ Farm & Ranch-Southern Agri- 
culturist has completed a study of 
the coffee preferences of its read- 
ers. In addition to data on brand 
choices, the report shows that the 
percolator is the preferred utensil 
for 52.9% of all famiuies and the 
dripolator for 25.5%. Electricity is 
used in preparing coffee by 16.8% 
of the respondents and the boiling 
pot by 13.6%. A total of 90% of 
the homes have coffee on the table 
at breakfast, but only 4.5% use it 
at the noon meal and only 5.5% at 
the evening meal. 


e The Texas State Network has a 
daily show to which exactly 16 re- 
ceivers are tuned—no more, no 
less. Seems that Forrest Clough, 
traffic manager of the network, 
beams a business broadcast to the 
17 network stations six days a 
week on a closed circuit. Special 
shows, routine correspondence, 
program cancelations, availabili- 
ties, and similar material comprise 
the grist for his mill. 


e After a five-month battle in the 
legislature to pass a stiff anti-nar- 
cotics bill, Massachusetts’ gover- 
nor, Paul A. Dever, signed the 
measure. Rep. Meyer Pressman, 
who sponsored the legislation, 
wired his thanks to Station WCOP 
for its help in getting the bill 
passed. The station had reported 
frequently of the progress of the 
fight in news bulletins and con- 
ducted a forum-type show on the 
narcotics problem. 


e Broadcast 
has published a 16-page brochure 
describing the BAB’s various ac- 
tivities and plans. All commercial 
radio stations, plus network execu- 
tives and station representatives 
have received a copy of the bro- 
chure. Projects include research, 
sales tests, merchandising, co-op 


service, strip films, retail data fold- | 


ers, direct mail services and tran- 
scribed sales aids. Title of the 
booklet is “BAB Inc.—First Three 
Months.” 


e Practical Builder has published 
an elaborate, 160-page how-to-do- 
it brochure and fact file on new 
and improved methods for using 
manufactured building products. 
The book contains more than 150 
articles and 500 illustrations cov- 
ering short cuts and job kinks, de- 
tailing better business methods and 
presenting technical data. Com- 
plimentary copies are available to 
persons in the building industry 
who write for it on their letter- 
heads. Practical Builder’s address 
is 5S. Wabash Ave., Chicago 3. 


e The largest individual food store 
promotion ever published in any 
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Advertising Bureau | 


claimed by the Star, Elizabethton, 
Tenn., for a recent 32-page edition 
devoted to a local supermarket. 
The edition contained 58,240 lines 
of advertising and five color pages. 


e The State Journal, Lansing, 
Mich., moved into its new $1,500,- 

| 000 newspaper plant on Aug. 18, 
and plans to celebrate the event 
|; with an open house and tour of 
the plant about the middle of next 

| month. 

- Keystone of the 1951 National 
Newspaper Week observance, Oct. 
1-8, will be this rectangular em- 
blem proclaiming the slogan: 
| “Your Newspaper Lights the Way 
| of Freedom.” Mats of the emblem, 


‘in three different sizes, will be 


made available without charge to 
every newspaper in the country, 
through the cooperation of Metro 
Newspaper Service. 


e@ The women’s section of the Aug. 
2 Milwaukee Journal featured a 
promotion ad on the back page 
showing how full color is repro- 
duced by the Journal by its three- 
plate, full-color process method. 
The ad was particularly effective | 
and appropriate in that section, 
since page one of the section car-| 
ried full color illustrations of fresh 
fruit. | 


e Station WSBT, South Bend, Ind., 
celebrated its 30 years on the air) 
recently in conjunction with the! 
St. Joseph County 1951 4-H Fair 
held there. WSBT operated the 
fair’s public address system, using 
its own announcing staff, and used 
its booth as headquarters for in- 
formation, which included locating 
lost children. The station also 
originated several programs dur- 
ing the four-day event, highlight 
of which was the broadcast of a 


| beef auction. Fair officials have re- 


quested that WSBT act again as 
the information and communica- 
tions center of the 1952 4-H Fair. 


e@ When the Grand Rapids, Mich... | 
Advertising Club recently held a 
meeting based on the topic, “What | 


women and 2,527,142 with mows 
of special interest to men. Gener- 
al and miscellaneous inquiries and 
contacts totaled 7,631,665. 


51 


azine’s “Progress 1951" report, just 
out. Also included are comparison 
data with competing books on edi- 
torial content, food editorial lin- 


| age, food advertising, beauty and 


e@ Statistical note: The new 50,- 
000-watt transmitter of Station 
KCBS, San Francisco, will reach 


rooming editorial linage and 


toiletries advertising 


happens when newspapers don’t| an audience greater than the pop-| e Pan-American Fisherman's July 


hit town?” Bill Schroeder, general 
manager of Station WOOD there, 
presented a surprise rebuttal. Sens- 
ing a good opportunity to present 
radio's side of the story, he entered 
the meeting and passed around 140 
copies of an “answer” prepared by | 
Broadcast Advertising Bureau. 


e Associated Business Publications 
has published a fourth printing of 
its “Hit the Road,” a how-to book- | 
let first published by ABP in 1945) 
to help advertisers get the greatest | 
possible returns from their in- 
vestments in business papers. “Hit 
the Road” describes the why, what | 
and how of field calls that disclose 
at first hand what the readers of 
business paper advertising want to 
know about products and services. 


| Single copies may be obtained by | 
| writing to ABP at 205 E. 42nd St., 
New York. 


e@ Stations KDYL and KDYL-TV, 
Salt Lake City, are in the midst of | 
an extensive radio and television | 
merchandising campaign to ex- 
pand the merchandising services 
offered by the two stations to their 
advertisers. Chief gimmick of the 
plan is a cardboard display piece, 
16” high and 8” wide, with a 
612” bull’s-eye, suitable for dis- 
playing merchandise. 

Written across an arrow pointing 
to the bull’s-eye is the legend, 
“As Advertised on KDYL” or “As 
Advertised on KDYL-TV, Channel 
4.” Across the bottom of the units 
is printed, “Take some home to- 
day.” The pieces were silk screened 
in four colors by the station’s art 
department on a mass production 
basis. Station plugs call attention 
to the cut-outs and ask shoppers to 
watch for bull’s-eye products at 
their favorite store. 


e@ Measurable Chicago Tribune 
reader response in terms of mail, 
telephone and personal inquiries 
and attendance at Tribune events, 
exhibits and tours during 1950 
totaled 10,689,010, a recently com- 
pleted analysis discloses. Of the 
inquiries relating specifically to 
Tribune features, 530,203 dealt 
with news of special interest to 


ulation of Norway (3,233,000). 


e Anyone interested in figures on 
agency billings and advertiser ex-| 
penditures in Woman's Home Com- 
panion for the first six months of 
1950 and 1951 can find the ten 


| leaders in each group in the mag- | 


edition was devoted completely to 
the 50th anniversary of the tuna 
fish industry. The special 130- 
page golden jubilee issue carried 
features on San Diego harbor, 
“Tuna Capitol of the World,” and 
a compilation of Who's Who in the 
tuna industry. 
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buyers in this rich market 


AKRON, OHIO 
MARKET 


. . . where more than a half-million buyers 


and trade with Akron merchants 


...» Where your selling efforts must be 


local touch to be effective 


. . « Where Akron’s ONLY daily and Sunday 
newspaper, the Beacon Journal, is the ONLY 


reaching and influencing all the 


eee nee 


BEACON JOURNAL 
PUBLISHER 


JOHN 5S. KNIGHT, 
REPRESENTED NATIONALLY BY: STORY, BROOKS G FINLEY 


| 
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NOTE: For the past three years the Post-Crescent has 


carried more advertising linage 
paper in Wisconsin except one. 

vertisers consider this market so 
promotion program ! 


than any other news- 
Learn why other ad- 
essential! to their sales 


Market 


* a * 


Fan fotoatiy: 


Now you can learn up-to-the-minute facts about the Appleton City Zone 
one of the fastest growing important markets in Wisconsin! 


Learn who the people are that make up this area so vital to any market- 
ing program. Learn what they buy and where they buy from by means 
of this Fourth Annual Consumer Buying Habit Study. 


This new report answers your questions about 93 product classifications, 
with sections devoted to grocery and related items, drugs, cosmetics, beer 
soft drinks, cigarettes, home appliances and automobile ownership. 


. 


Basic market data, the primary information you must have to accurately 
measure this market includes occupations, number of wage earners, 
family income, housing and home ownership, heating fuels and systems, 
newspaper and magazine readership and general shopping habits. This 
is the story of Appleton, Wisconsin as of April first of 1951. 


Learn about Appleton. Get the complete story of the most amazing 
and result-guaranteed merchandising program in the state. Before you 
buy Wisconsin see this report. Send for your FREE COPY TODAY! 
Write David A. Lindsey, Manager, General Advertising, APPLETON 
POST-CRESCENT, Appleton, Wisconsin. 
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Only LIFE International 
has such world-wide 


color impact 


47% of all linage in LIFE lmernational & 1 
colo —Trangme trom 2-colior half pages to + 
color Tul pages and spreads Ano no woncde 


r 


Vo other Emgiish-language consumer or truce 
magazine offers mternational advertisers suct 
quality reproduction m so large e page size 


This & one reason why LIFE Internationa! s 
advertising Lmage tor the first 6 monthe of 1951 


& uD 7? over the same period m 14Al 


Only LIFE internation! hes these advantages: 


Quality crrcutation of over 300.000 1 om: 
worto-wide edition. 92°, of this circuiation goer 
he LOS ID DUSINeRR. goOVvernmem and the pro- 


Tessin 


.. Lowest! cost per page per thousand amon 
ne jiangunge consumer anc trate mage 
Zit WIth Internationa circulation 

o. Picture-ong-word impoect that attracts al 

ruge oO readers per copy —s total audi- 


ence of Over FOO O00 mm J 00 muantikets. 


Published tormightiy—tne 
Engitst-ianguage wort 
witie edition of LIFE 


in every market— reod by the thousands who infivence the millions 
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Advertising Age, August 20, 1951 


July Advertising Pages and Linage in National Magazines 


July 
1950 


Weeklies, Bi-Weeklies, Semi- Monthiies 


t*Capper’s Weekly 


“Christian Advocate . ri 5 
tCollier's 108.5 
Te seves 62.3 
Grit 12.8 
Life 270.9 
tLook 1419 
tNew Yorker 151.4 
Newsweek 238.1 
Pathfinder 29.7 
=8* Quick 27.0 
tSaturday Evening Post 246.3 
t*Saturday Review of 

Literature 23.3 
*Sporting News 39.6 
Time 281.3 
U. S. ‘News & World 

Report 112.5 

Total Group 1,736.7 


’ 
Women’s 
“American Family 
#*Better Living 

2° Everywoman's 
“Family Circle 

Good Houseteeping 
*Holland’s Magazine 
Household . 

Ladies’ Home Journal 


Today's Woman 

*Western Fomily: 
Southwest Edition 
4=No. Calif. Edition 
Northwest Edition 
Woman's Day 

Woman's Home Companion 
Total Group 

Not included in totals. 
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1, 687. 7 
tFour issues in July 1951; five issues in July 1950. 
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580.7 
"Started publication with ae Ry 
See note at end of linage tabulation. “Started 1 


Official Figures as Compiled by Publishers’ Information Bureau 


Publications with an * report directly to ApvertTisInc AGE 


Pages—— —. -— Lines —— 

=. se Jan.-July July July Jan.-July Jan.-July 
1950 1951 1950 1951 1950 

33.4 9.213 7,605 264 74,693 

13041 126.9 5,777 5.672 65,802 52.559 
947.4 900.4 73,752 1.6 644 048 612,025 
600.2 602.9 26.712 37,657 257,401 258,708 
109.9 136.3 13,422 89 115,374 143,099 

2,255.3 2,133.8 184,164 166.135 1,532, 1,450,077 
920.1 817.1 96,458 344 625,517 555,387 

1,857.3 1,795.4 64,953 78,460 796,627 769,722 

1,668.1 1,463.1 99,866 83,564 700,727 613,856 
286.8 318.7 12,463 14,958 120,402 136,773 
191.0 13.0 a — — 

2,491.5 2,467.1 167,417 207,586 1,693,435 1,676,962 
355.7 364.7 9,800 11,825 152,438 156,455 
192.1 204.4 42.979 46.630 208.511 221.704 

2,166.7 1,943.6 118,084 408 909,609 15,888 
886.7 656.4 47,215 29,562 _ 372,145 _ 267,019 

T5935 13,9642 972,275 B270,.209 = 7, 


958,938 $04,927 
tThree issues in July 1951; two issues in lely 1950. #Not included 
in totals. §Started accepting advertising in April 1950; only full-page units accepted. 
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General 
“American Forests 15.8 
American Legion 115 
American Magazine 18.7 
Argosy 16.4 
Atlantic Monthly 119 
*Christian Herald 19.2 
*Columbia 4.3 
met. 13.0 
Cosmopolitan 33.4 
) we a Magazine 5.1 
*Ebo 518 
Elks “Magazine 4.6 
Esquire . 54.1 
*Extension 16.7 
Gourmet... 21.8 
Harper's Magazine 12.0 
Holiday $1.1 
*Improvement Era 24.5 
*Motor Boating 68.1 
National - aed 20.7 
*Our World 26.4 
*Promenade 15.4 
Redbook Magazine 19.3 
*Rotarian 5.0 
t™ acd 10.4 
*Spoi +: 8.5 
Town & Country 43.6 
ae 23.1 
*Yachting 68.4 
Total Group 684.4 
tJuly-August issues combined. 
Home 
American Home 32.2 
Better Homes & Gardens .. 85.5 
House Beautiful 47.7 
House & Garden . 42.5 
= tLiving 18.0 
Sunset Magazine 71 F 
Total Group 279. 
Not included in totals. |No January Y9s0 
Fashion 
Charm . ‘ 20.0 
Glamour , 29.4 
Harper's Bazaar 28.4 
Mademoiselle 25.0 
Vogue .. 26.6 
Total Group 129.4 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances 30.3 
Modern Screen 30.9 
Screen Stories 26.3 
Fawcett Women's Group 
Fawcett Screen Unit: 
Motion Picture . 26.9 
Movie Story Magazine 25.1 
True Confessions 31.1 
Hillman Women's Group 9.7 
Hillman Movie Group 6.9 
Ideal Movie Group 44 
Ideal Romance Group 9.7 
Ideal Women's Group 12.8 
Personal Romances 0.4 
Screenland Unit 23.2 
*Secrets Romance Group 
= tRevealing Romances 12.8 
Secrets , 19.1 
True Story Women’s Group: 
Photoplay . 36.6 
Radio & Television Mirror 26.9 
True Experiences 27.2 
True Love Stories 27.5 
True Romance . 28.5 
True Story 43.9 
Total Group 447.4 
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518 138 3,276 28,112 22,225 
—- 7.911 34,873 — 
— 10,647 4,146 
335.2 19,915 17,743 163,928 143,779 
989.5 38.580 42,217 411,183 423, 
147.4 5,209 6,101 59.110 63,232 
328.3 12.969 3,909 132,765 140,264 
822.9 547 52,018 535,687 559,398 
475.2 35.436 3,589 888 3,338 
437.9 15.431 19,576 173,140 187,450 
647.5 25,917 389 415,122 440,333 
336.3 20,221 16,224 183,2 144,161 
280.2 13,432 14,970 114,635 121,030 
— 1,788 99,860 —_—_ 
244.3 12,763 12,053 sare 104,785 
388.9 20,614 20.751 193 166,847 
530.3 38,232 43,364 366, ‘S68 360,517 
5,771.4 297,641 304.127 3,108,708 3,096,082 
issue. Started publication with January 1951 issue. 
t 1950 issue 
95.1 6.650 6. 43,806 39,942 
105.0 4,849 4,272 44,157 44,222 
250.8 7.845 12,362 88,474 105, 307 
100.3 7,028 5,073 58,123 43,013 
134.6 4,974 6,307 53,723 56.455 
262.0 8,229 10,652 110,392 112,408 
44.6 2.927 2,733 24,743 30,367 
126.0 2.366 2,548 25,662 22,932 
356.0 14,295 19,715 123,195 152.663 
38.9 2.145 2.768 4,261 16,271 
273.1 35.216 23,630 240,225 185, 
66.7 1,966 2.6 27,622 . 
400.3 36,805 37,592 300,917 272,876 
158.7 11,537 0,254 103,455 109,216 
186.2 9,308 8,142 90,262 79,758 
149.5 5,007 5,858 49,721 62,640 
460.1 34,745 31,633 312,655 312,596 
209.3 10,503 1,162 330 89,769 
661.2 40,070 44,076 351,148 754 
282.8 4,910 5,773 3,638 67,24 
179.1 17,953 17,342 117,686 121,739 
147.7 6.613 6,328 65.611 63,360 
156.5 8,300 9,858 69, 67,159 
47.5 2,100 1,546 20,738 20,384 
43.6 7,002 6.720 30, 9.298 
53.2 3,637 1,925 22,431 22,831 
397.6 29,302 288 86. 66.837 
222.9 9,919 8,556 91,429 5,682 
638.7 40,219 39,748 339,123 375,555 
6,159.8 369,418 368,267 3,238,828 3,254,165 
419.1 20,354 24,106 261,410 264,814 
998.0 54,063 228 622.088 630,824 
689.7 30,070 25,298 438,493 435,424 
604.3 26,811 7,294 364,864 377,342 
144.4 11,342 6.424 159,794 91,204 
502.3 29,870 4.646 251,442 210,951 
3.2134 161.168 157,572 1,938,297 1,919,355 
423.4 8,603 7,639 221,929 ny 693 
602.2 32,598 5,882 5,562 416 
623.4 17,962 17,902 428,573 jon .see 
572.6 10,770 12,342 243,693 245.755 
864.2 6,798 19,654 $91,542 545,921 
3,085.8 66,731 73,419 1,751,299 1,625,651 
248.9 13,014 12,546 100,393 106,694 
253.0 13,247 14,190 102,139 108,503 
228.0 1,279 994 87,710 97,777 
215.3 11,561 10,193 87,301 2. 
210.8 10.785 9,996 3.776 90,451 
279.8 13,367 11,398 113,618 042 
82.1 4.172 3,790 355 35.421 
45.1 2,963 2,666 14.826 19,386 
46.5 1,893 2,495 14.857 19,995 
54.9 4.155 3.174 26,147 23,569 
86.0 499 589 42, 7,044 
24.6 171 645 3,3 10,566 
145.7 9,941 7,818 78,235 62,544 
— 5,509 38.597 —_ 
134.6 8,175 7,142 62,584 57.753 
287.1 15,709 15,961 116.027 123,136 
190.2 1,521 12,421 77,554 81,594 
201.6 11.678 12.706 80.410 86,452 
196.4 11.810 12.695 $1,906 84.291 
214.1 12,237 12,944 85,667 91.855 
410.4 18,830 23,340 156,091 _175,995 
3,555.1 192.007 193.703 1451514 1,525,457 


Not included in totals. tChanged from bi-monthly to monthly effective February 1951; not published during 1950. 
NOTE: Figures for each publication in the Dell, 
groups as a whole PLUS additional advertising carried by each individual publication. 


Nation’s Business ......... 17. 
Total Group 


575.8 
+Four issues in July 1951; five issues in July 1950. 
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2,166.0 141,156 
2746 14,250 
221.0 9,037 
6495 56, 
539.7 ~ 971 
225.3 _ 7,380 


“Hoel 275s 


Fawcett and True Story groups include all advertising carried by the 


121,734 1,118,486 . 
12,211 131, 115,156 
8, 106,452 92,833 

43,766 470.208 410, 
39,732 901 332,317 
10,140 87,303 92,135 
236,548 2.276.879 1,951,810 


- Pages 
duly duly dan.-July Jan. -July duly 
1 1 1951 1950 1951 
Youth 
*The American aa 15.6 12.2 117.2 90.4 6. 
Boys’ Life ... 10.5 9.6 105.0 98.3 7 
=8*Compact 24.9 — 24.9 a 4,532 
*Open Road . 5.1 _ 37 55.5 60.0 2,178 
Total Group 31.2 25.5 7.7 248.7 ~ 15,996 
Not included in totals. §Started publication with duly 1951 issue. 
Outdoor & Sports 
*American Rifleman . 448 46.9 307.3 326.6 19,227 
Field & Stream 39.8 52.0 412.0 476.3 17.045 
*Fur-Fish-Game 14.3 12.7 134.5 148.8 6,130 
#t*Hunting & Fishing 23.3 a 194.5 — 9.979 
Outdoor Life 39.7 447 384.8 419.2 17,016 
ee seem 12.0 94 87.9 76. 5,152 
Sports Afield _ 31 45 3646 438.4 15.466 
Total Gr 186.7 ~ 2122 “Lesll ~Tes6i 0% 


oup 
Not included in totals. 
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Magazine Linage Trend figures in thovsonds 


Lines 


53 


dan.-July Jan. -dJuly 
1950 


1951 


1951 
juy| 972 


JUNE} 1.291 


1950 
jury |959 


1951 


suty|276) 


Science & Mechanics 
Mechanix Illustrated . 53.4 57.0 481.0 5016 11,966 

‘opular Mechanics 92.8 103.7 892.7 982.2 790 
*Popular Science 83.5 945 801.4 911.3 18,704 

Total Group 229.7 255.2 2.1751 2.3951 51.460 
Detective & Fiction 
Dell Men's Group 15.0 12.2 134.0 136.7 6.451 
=§*Macfadden Men's Group 17.6 — 135.3 —_ 7.561 
*Popular Fiction Group . 14.3 12.5 124.3 93.1 3.211 
*Thrilling a Group . 10.7 10.6 81.0 88.4 2,395 

Total Group ..... 40.0 35.3 339.3 318.2 12.057 
Not inclosed in totals. §Group contained three magazines in July 1951; two magazines 
Farm 
Capper's Farmer . 34.9 40.8 335.9 369.6 23,741 
Country Gentleman . 57.7 63.8 659.0 704. 39.233 
Farm Journal 64.5 63.6 643.1 691.7 27,658 
tFarm & Ranch with Southern 

Agriculturist a 24.3 25.7 254.6 292.3 16,484 
*Progressive Farmer 58.1 53.8 552.0 576.0 39,459 
Successful Farming S86 63.6 646.1 681.7 26,350 

Total Group 298.1 311.3 3,090.7 3,315.4 172,925 
tSee note at end of linage tabulation. 

Newspaper Sections (I) 

(Nationally distributed 

with Sunday newspapers) 

American Weekly 36.5 49.0 339.3 425.6 36,377 
Parade 31.0 35.5 272.2 266.8 26,331 
This Week Magazine 56.2 348 4476 440.6 47,687 

Total Group 123.7 139.3 =©1,059.1 11332 110,395 

Newspaper Sections (II) 

(All other newspaper sections) 

First 3 Markets Group 23.9 27.0 180.4 218.0 23,900 
N. Y. Herald Tribune- 

This Week 27.7 25.1 264.0 226.1 23.530 
N. Y. Mirror Magazine 29.6 26.9 297.6 324.9 29,516 
New York Times Magazine 72.1 103.9 987.7 1,028.6 61,246 
Puck-the Comic Weekly 17.3 14.5 107.2 ¢ 110.3 33,007 

Total Group 170.6 1974 1836.9 1,909.9 171,199 


12,778 
23,240 
21,169 
57,187 


10, 10 
in July 1950. 


181,155 


48.814 
30.099 
46,560 


125,473 


191 061 


107,741 
199,967 
179,519 
487,227 


228,567 
275,691 
173,031 
3 


75,504 
290,713 


1,791,772 


180,075 
224,027 
297,154 
839.522 
205.344 
1,746,122 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines , 
‘American Comics Group: 

(Total 2 Units) 

*2Unit A 


> Po 


‘Archie Comics . 
Fawcett Comics Group 
‘Harvey Comics Group 
Lev Gleason Publications 
Marvel Comics Group: 
(Total 3 Units) 
Red Unit 
=Blue Unit 
Yellow Unit .. 
National Comics Group 
(Total 2 Units) 
sRed Unit 
=Blue Unit 
Quality Comic Group 
Standard Comics Group 
Total Group 
Not included in totals. 
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and 


32.609 


were combined during 1950. 


15,425 
7.560 


Canadian National Weekend Newspapers (Rotogravure Linage) 


La Patrie 32.2 
La Presse 65 33.7 
tStandard 4.9 32.4 
tStar Weekly 49.3 59.0 
Total Group 159.3 157.3 
tFour issues in July 1951; five issues in July 1950. 
Canadian 
Canadian Home Journal oa) 24.5 
Canadian Homes & Gardens 33.9 319 
‘telaine 27.4 25.1 
Maclean's 48.0 43.3 
Mayfair 416 34.0 
leader's 3 
English Edition 60.5 45.0 
French Edition 58.5 46.0 


3a. 3 
380.9 
526.5 
1,597.5 
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438.583 
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Advertising Age, August 20, 1951 
Pages———- —_ - Lines _ ee = -— Lines = 
July duly dan.-July — Jan.-July = July duly dan.-July Jan. -July July July Jan.-July Jan.-July July July Jan.-July  Jan.-July 
1951 1950 1951 1950 951 1950 1951 1950 1951 1950 195. 1950 1951 1950 1s51 1950 
Revue Moderne 22.9 18.2 193.9 172.1 15,587 12,401 131,867 117.049 German (Swiss) 24.0 24.0 186.0 158.0 4,368 4,368 33.852 28.756 
Revue Populaire, La 20.4 16.7 213.9 188.9 14,303 11.664 149,701 132.164 Italian 40.0 24.6 250.5 163.0 6.880 4.128 43,072 30,943 
Samed: 23.8 21.5 239.3 211.7 16.646 5.060 167,527 148.170 Japanese 14.0 12.0 108.0 62.0 2,352 2.156 18.144 10,556 
Saturday Night 60.6 58.0 579.1 602.3 1.196 39.455 393,733 409.615 ='Japanese Troop 27.0 18.0 148.0 59.0 4.914 3.276 26,936 12,318 
Time-Canadian _109 Oo ae 94.7 946.2 723.3 45.780 39.760 397.390 303,800 Mexican 45.5 42.5 410.5 315.5 = 80 peat 57.673 
Total Group 540.7 4589 48011 02836 281041 282427 7585470 7.324.927 ='New Zealand 20.0 114.0 — <a ; — 
: Her Norwegia 15.0 8.0 106.5 415 2.550 360 18,102 7,053 
ee re ee ee Portuguese 675 610 435 3970 11812 10675 81114 691562 
5 South African 60.0 40.0 330.0 256.0 10,740 160 5y.u50 45.807 
Foreign Southern Hem sphere 33.0 42.5 289.5 315.5 6 7,735 2.689 57.601 
Life International 63.5 36.8 313.4 175.2 43,180 24.990 213.010 119,000 Spanish (Argentine) 77.0 69.5 522.0 423.0 14.014 12.649 94.914 76.895 
Newsweek- European 44.5 29.5 242.6 205.4 690 12.390 101.918 306 Swedish 275 18.5 215.5 1135 5.115 3,441 42.816 26.943 
Newsweek- Pacific 88.3 75.0 $24.2 421.3 37,100 31.500 220.130 176.960 Time-Atlantic 75.7 45.7 392.0 261.7 31.780 19,180 164.570 111,340 
Reader's Digest Time-Latin American 94.2 72.0 573.2 465 39,550 30.240 240.87 195,580 
Australian 40.0 21.0 232.0 167.0 7.280 3.822 42.224 30,394 Time-Pacific 49.8 __ 29.0 a 288.6 203.2 20.930 12,180 121,240 n 85.470 
= 'British 36.0 24.0 247.5 695 6.696 4.464 46.020 12.927 Total Group 12230 904 7877.5 6,104.0 333,594 240.652 2.061.160 1,563,433 
— iss 30 20 0 sias a4 een ay Not included in totals. ‘Started publication with May 1950 issue. “The 1950 figures for Caribbean, Mexican and Southern 
Faith 40 as - ae or aan y+ Seal Hemisphere editions are prior to the Spanish-split, when these three editions were incorporated im Spanish =2. “Started 
French (Belgium) 45.0 26.0 349.0 252.0 7.875 4.550 61.075 44.100 publication with March 1950 issue. ‘New Zealand edition not published in July 1950 
French (Intercontinental) 45.0 34.0 2420 2280 6675 5.950 411 39.900 
French (Paris) 68.0 42.0 457.0 352.0 900 7.350 79.975 61.600 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
French (Provincial) 68.0 50.0 449.0 384.0 1,900 8.750 78.575 67.200 is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular 
French (Swiss) 29.0 26.0 190.0 168.0 5.075 4.550 33,250 400 edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in an 
German (Germany) 32.0 20.0 197.0 171.0 5.824 3.640 35.854 31,122 edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages 
Luce Names Colton Agency Meeker Gets 3 Stations H-G Retains Hosiery Group WGN Rejoins NARTB, BAB NAM Goes TV in 63 Markets 
Luce Mfg. Co., Groton, Vt., has Robert Meeker Associates, New The hosiery division of Burling- Station WGN, Chicago, has re- National Assn. of Manufacturers, 
ippointed Wendell P. Colton Co., York, has been named to repre- ton Mills Corp. of New York re- joined the National Assn. of Ra- as a public relations adjunct to its 


New York, to handle advertising 
of its Blue Magic desiccating prod- 
uct for foods. The account, former- 
ly handled by Moore-Coughlin & 
Associates, uses newspapers, con- 
sumer and trade publications and 
dealer aids 


sent Stations WHOP, Hopkinsville; 
WPAD, Paducah; WSON, Hender- 
son—all Kentucky. These stations, 
on which the change of representa- 
tion was effective Aug. 15, were 
formerly represented by Sears & 
Ayer, Chicago 


mains with Hirshon-Garfield agen- 
cy. While the major portion of 
women’s fashion advertising was 
transferred to Morey, Humm & 
Johnstone, AA erred last week in 
reporting that the entire account 
had shifted. 


dio & Television Broadcasters, in- 
cluding membership in Broadcast 
Advertising Bureau. The station 
resigned its membership in 1941 
during the radio-music fight with 
the American Society of Com- 
posers, Authors & Publishers. 


\\ 


Scripps-Howard Newspapers 


IT'S EASY WITH 
the 


VW 
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ight rn 


— 


een 


For immediate sales results you can’t beat a good 


combination directed to the people most interested 


in what you have to sell. In Memphis and the two 


billion dollar Memphis Market . . 


of the South . . 


. wholesale capital 


. the RIGHT COMBINATION for 


greater return on your advertising investment is your 


two Memphis Newspapers (daily reaching more than 
337,883* families in 76 counties of four states). Take 


advantage of an optional daily combination rate 
saving by using BOTH! It’s Easy With the Right 


Combination. 


*ABC Audit, March 31, 1951 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


current campaign for a sound dol- 
lar, has placed TV time orders 
with one TV station in each of the 
existing 63 TV markets, for a one- 
time telecast between Aug. 15 and 
Aug. 31 of a 15-minute TV film. 
titled “The Story of ‘Kip’ Van 
Winkle.” Benton & Bowles, New 
York, is the agency 


R&R Appoints John Gordon 

John Gordon has been named 
radio-television director of the 
Cincinnati office of Ruthrauff & 
Ryan. Mr. Gordon was with the 
New York office of R&R for 
eight years, and later with Need- 
ham, Louis & Brorby and Compton 
Advertising 


Snowhite Bran Bread Bows 
Snowhite Baking Co., Muskegon, 
Mich., will introduce its new Lux- 
A-Bran bread with a newspaper, 
radio and point of sale campaign 
through Ruse & Urban, Detroit. 


Form Buffalo Retail Agency 

Retail Merchants Advertising 
Co. has been established at 173 
Virgil St., Buffalo, by Morris and 
Jerry Raiken. 


2 
dE 
WE'LL BET 


DOLLARS TO 
DOUGHNUTS 


Pit 


that the rich Quad- 
City market (Davenport, 
lowa, Rock Island, Moline 
and East Moline, Illinois) 
will be a big profit-getter 
for you. It has for hun- 
dreds of others! After all, 
1951 Sales Management 
Survey of Buying Power 
figures show total effec- 
tive buying income of 
$402,783,000 in the 
Quad-Cities! 


PUNCTUATE YOUR SALES 
In This 

RICH QUAD-CITY MARKET 
By Using The 

DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home - Delivered Circulation 
on both the lowe and Illinois 
sides of the important Quad- 
City market. 


THE DAILY TIMES — 
THE DEMOCRAT & LEADER 
by 


represented nationally 
Jonna & Kelley, Inc. 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Dead’ for Ten Years, Product Comes Back 
Woolf Delves Into Human Hankerings 


How Long Should a Sales Letter Be? 
How to File Cuts So They Can Be Found 


Not Made or Sold for Ten Years, 
No-To-Bac Stages Comeback 


By James V. O’GaRA 
Once a product fades away, they say 
in the drug trade, it’s dead. And there's 
no use disinterring it, for it will never 


building in Hewlett, N. Y., a few weeks 
ago so he could keep up with the incom- 
ing orders 


be successfully resurrected. e The mushrooming regrowth of No-To- 

But the trade is beginning to believe Bac was a little surprising to Irving 
it’s time to revise that kind of thinking. Hirsch, the man who now owns the prod- 
The boys are pointing to No-To-Bac as uct. Mr. Hirsch, who'll be 57 in Septem- 
the product that’s making the old rule ber, got into the wholesale drug busi- 
look just a little bit silly ness in 1915. He founded the Park Drug 

No-To-Bac, which hadn't been made Co. in New York, which put out a line 
of household remedies and did private 
label work 

In 1947, after 32 years in business, Mr 


or sold for more than ten vears, and for 
which no advertising had appeared in 
perhaps 20 years, has been selling at a 
great rate since March 1 of this year. Hirsch retired, selling Park Drug to his 
The product, a lozenge that helps associates. His idea of retirement was to 
smokers halt the habit, has, after three establish a small trademark business— 
months of promotion, been selling so one item that would sell nationally 
fast that its owner had to buy a new This business, he was determined, 
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MAIL SALESMAN—This letter, directed to a prospect by Sterling Remedy Co., is dated 
Dec. 31, 1894. Intended primarily to sell No-To-Bac, the letter carries a P.S. offering 
illustrated books telling about the Magnetic Mineral Mud Baths. Writing in left mar- 
gin cautions against imitators of No-To-Bac 


would be operable in the country, close 
by his home—so there'd be no time lost 
commuting to the city, and so he could 
play golf, take it easy, and just plain loaf. 

With this in mind, Mr. Hirsch began 
advertising in drug publications for an 
old-time product that had once been na- 
tionally known but was now losing sales 
or nearly defunct. The offers he got 
proved so irresistible that he wound up 
purchasing not only No-To-Bac, but Cas- 
carets, Regulin (a bulk laxative), and the 
Garfield Tea Co. as well. 


e No-To-Bac, as we've seen, is going 
fine; Cascarets will go national shortly; 
and Garfield's headache powder, head- 
ache tablet and laxative tea will be ad- 
vertised beginning about Jan. 1 

Does he still loaf? Mr. Hirsch laughed 
“My products are all under one roof and 
the building is just about a mile from 
my home here. Besides, my son, Fred, 
who's 23, relieves me of many respon- 
sibilities. Then there’s my wife, Fannie, 
who has her hand in the business, to say 
nothing of my daughter, Eleanor, 20.” 

Mr. Hirsch did nothing at all with No- 
To-Bac for many months after he bought 
it, being more sold on the potentialities 
of Cascarets. Then things began to hap- 
pen. Old timers who remembered No-To- 
Bac from days of yore wrote Mr. Hirsch 
to order some 

A listing of the product in the Druggists’ 
Red Book brought hundreds of orders 
from these outlets. An article in a na- 
tional monthly magazine about the ef- 
fects of tobacco on health, Mr. Hirsch re- 
called, “made me realize that millions 
of people want to stop smoking and only 
need a little help.” 

Thus, the current promotion—and 
mounting sales of No-To-Bac. 


@ No-To-Bae dates back to the early 
‘90s, when it was first introduced by the 
Sterling Remedy Co. of Indiana Mineral 
Springs, Ind.—now the giant Sterling 
Drug Co 

Sterling, which promoted No-To-Bac 
heavily for several years, is believed to 
have made $1,000,000 in sales with it 
every year for about five years. 

Advertising for the product showed a 
heroically proportioned gladiator equip- 
ped with sword and shield and labeled 
King No-To-Bac standing victoriously 
over the vanquished foe, nicotine. Small 
ads in newspapers read: “100,000 cured in 
‘93. Will you be one of the 500,000 cured 
in '94°" Newspaper articles carried dire 
warnings concerning the use of cigars, 
cigarets and chewing tobacco and frankly 
declared that No-To-Bac was the antidote 
for hapless victims of the weed 


@ Direct mail pieces, carrying the signa- 
ture of H. L. Kramer, treasurer and gen- 
eral manager of Sterling Remedy, went 
like this: 

“Dear Sir: A friend requests that we 


Ki ee oe anaes 
noto"Bac 


HIS WORK 


THE CHAMP—Back in the ‘90s tobacco usefs 
saw ad displays like this—in color—whidh 
indicated the potency of No-To-Bac in 
killing off the smoking and chewing hab@, 
That's the King himself with his foot on 
the chest of Kid Nicotine 


mail vou reprints of illustrations and arti> 
cles from Chicago's great newspapers, the 
Herald and Inter Ocean, and we wish ® 
say that if you are a tobacco user, wart 
to quit and can't without suffering from 
nervousness, loss of sleep, memory an@ 
appetite, and will give No-To-Bac a falf 
and faithful trial, we will sell it to you 
under an absolute guarantee to cure @ 
refund the money 

“This makes a long story about merft 
very short and it don't matter how little 
faith you may have, our absolute guaran- 
tee of a cure if No-To-Bac is faithfully 
used, means a physical benefit and a pro- 
tection against financial loss 

“You, as a business man, will appreciate 
this clean-cut straight-to-the-point prop- 
osition. Tens of thousands have been cured 
within the past year, which means to 
them new health, strength, vitality and a 
sweet, pure breath. Impotency, in nine 
cases out of ten, is caused by the use of 
tobacco, and you will find that No-To- 
Bac will bring back the vigor of early 
youth and restore your lost manhood...” 


e Mr. Kramer was also the author of a 
16-page booklet, available in drug stores, 
entitled “Don't Tobacco Spit Your Life 
Away.” 

In a kind of foreword, Mr. Kramer ap- 
parently intended to se: forth the goal of 
the booklet by asserting 

“Circus bill advertising. with all its at- 
tendant brass band accompaniments, we 
despise. A modest statement of the merit 
of No-To-Bac, accompanied with a few 
testimonial endorsements taken here and 
there from the many thousands we have 
on file, that have come to us from all 
parts of the country, with an absolute 
guarantee governing the results to be ob- 
tained from the use of No-To-Bac, is all 
that we think necessary to plainly show 
those who are desirous of being cured of 
the tobacco habit, that it is to their in- 
terest at least to give No-To-Bac a trial.” 


@ The booklet then went on in this vein: 
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“We want to talk to the man who real- 
izes he is tobacco-spitting his life away, 
wants to stop and can't. We have often 
listened to this easily rolled off the tongue 
statement, thoroughly saturated with the 
stink of the weed: ‘Oh, I can quit when 
I want to; it don’t hurt me. Why, my 
father chewed all his life and lived to be 
nearly 80 years old.’ 

“Does this prove that without the use of 
tobacco his father would not have lived 
to be 96°” the brochure demanded. 


e In another place the booklet explained 
how No-To-Bac cured the habit: “Not for 
the reason that it makes tobacco taste 
bad, but because it acts directly upon the 
centers and destroys the nerve 
or in other words, builds 


nerve 
craving effects; 
up the diseased condition of the nervous 
system produced by the long and con- 
tinued use of tobacco, and in this way 
prepares the way for discontinuance with- 
out inconvenience.” 

The booklet pointed out that No-To- 
Bac could be purchased in drug stores 
(one box, 10-day treatment, sufficient to 
cure an ordinary case, $1; three boxes, 
guaranteed to cure any case, $2.50) or 
by mail from Sterling 

Mr. Kramer, in order to impress poten- 
tial customers with the fact that “any 
remittance of money will be properly ac- 
counted for, that our guarantee will be 
made good and your patronage appreci- 
ated,” took pains to list the principals of 
Sterling. 
s “The president of this company,” he 
wrote, “Mr. A. L. Thomas, is a member of 
the great advertising firm of Lord & 
Thomas, Chicago. The vice-president, Mr 
W. T. Barbee, is the principal owner of 
the Barbee Wire & Iron Works of Lafay- 
ette, Ind., and Chicago, Ill. The secretary 
and treasurer is Mr. H. L. Kramer, gen- 
eral manager of the Indiana Springs Co.” 

Sterling made a big to-do about No-To- 
Bac for a comparatively few years and 
then, for reasons now unknown, started 
applying the promotion brakes. Presum- 
ably, the company felt it had skimmed the 
biggest profits from the market and was 
content to let the product go along on the 
momentum 

In any case, the manufacturer contin- 
ued to get orders for No-To-Bac every 
week for years after the promotion had 
ceased, Mostly, these were 
who had successfully given up tobacco 
at one time, had returned to the habit, 
and now wanted No-To-Bac’s help again 

Sterling, however, subsequently 
the No-To-Bac and good will toa 
New Jersey company called Hope Inc. 
Hope bought No-To-Bac as part of a 
package which included Cascarets and a 
product later marketed as Hope denture 
powder. The Jersey company apparently 
made no attempt to revive No-To-Bac 


from people 


sold 


name 


@ Then, about two years ago, Mr. Hirsch 
bought No-To-Bac. He proceeded to for- 
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NO- 0-E BAC 18 K' KING 
Wondertct Record of Over 100,000 Recorded Cures 


iT CuRES—Small ad in upper left corner of 
newspaper page asks a pointed question. 


Free Yourself 
Tobacco Habit 


If you want to stop smoking and just 
can't, try world-famous NO-TO-BAC 
Lozenges. See how quickly NO-TO-BAC 
may help stop your craving for tobac- 
co. Rush $1 to NO-TO-BAC, for 7 days 
supply. If you can quit for 7 days, 
you ve won half the battle. Satisfac- 
tion guaranteed or money back. W rite 


NO-TO-BAC CO. 
DEPT.  WEWLETT, NEW YORK 


TODAY'S AD—Only 1 column by 26 lines, 
this copy appears in about 100 magazines 
and a number of newspapers. It has pulled 
orders for No-To-Bac in three 
make the company move to 
a larger building. 


enough 
months to 


in order to con- 
a product which 
slowly soluble 


get about it—for a time 
centrate on Cascarets, 
he changed from a large, 
wafer to an easily swallowed coated tab- 
let. In March of this year, however, he 
launched a mail order campaign in mag- 
azines for No-To-Bac, through the Wen- 
dell P. Colton Co., New York. 

It was feared at first that many maga- 
zines and newspapers (which were soon 
added to the drive) would reject No-To- 
Bac copy out of regard for the heavy- 


Salesense in Advertising ... 


spending cigaret advertisers. But, so far, 
95% of the magazines and 98% of the 
newspapers have accepted advertising for 
Mr. Hirsch’s product. 

No-To-Bac ads, 1 column by 26 lines, 
today appear in more than 100 magazines, 
including farm publications, religious 
magazines, pulp, picture, Negro and out- 
door books. 

As soon as No-To-Bac achieves 100% 
drug store distribution—perhaps this Oc- 
tober—the company will expand its news- 
paper list tremendously, for coast-to-coast 
coverage. 


@ Today's Colton copy for No-To-Bac is 
headed: “Free Yourself from the Tobac- 
co Habit.” Five sentences follow: “If you 
want to stop smoking and just can’t, try 
world-famous No-To-Bac lozenges. See 
how quickly No-To-Bac may help you 
stop your craving for tobacco. Rush $1 
to No-To-Bac, for 7 days’ supply. If you 
can quit for 7 days, you've won half the 
battle. Satisfaction guaranteed or money 
back.” 

The small space ads are paying off, 
and Mr. Hirsch, esconsced in his new, big- 
ger building, is smilingly watching the 
orders roll in. 

“No-To-Bac,” he says, “is a little like 
the old soldier who fades away but never 
dies. In fact, there’s lots of life in the old 
boy yet.” 


The Difficult Art of Researching 
Human Hankerings 


By James D. Woo.Lr 

It has often been said, by this present 
writer and by many others, that copy ap- 
peals to be truly effective must be aimed 
squarely at a human hankering or need 
The consumer wrestles with a problem. 
The advertiser has a 
product that answers it. 
The copy exhorts the 
thwarted consumer as 
follows: 

“You have a prob- 
lem, don’t you? You're 
frustrated, lonely, have 
no friends. You'd like 
to be a fascinating con- 
versationalist, the cen- 
ter of attention in ev- 


Jim Woolf 
ery drawing room. All right. Quit fretting. 


We have the answer. Give five minutes 
a day to Dr. Eliot’s five-foot shelf, a 
compilation of the world’s great classics, 
and in no time at all you'll be over- 
whelmed with invitations to brilliant 
social gatherings.” 

That's the tried-and-true formula, as 
every adman knows. And it looks easy, 
doesn’t it? Why, then, is there so much 
advertising that fails so dismally in stir- 
ring people to action? 


The Unpredictable Consumer 

The reason is this: Human hankerings 
and needs are a vast mystery to most of us 
ad writers most of the time. Like editors 
and producers, who are wrong as often 
as they are right when they give the green 
light to a book or a play, the ad business 
has given birth to plenty of turkeys over 
the years. Either the product was one 
that nobody wanted, or the copy failed 
to interpret the product in terms of human 
needs. 

The truth, is that the con- 
sumer is a man of mystery. Products and 
ideas that seem to be nothing short of 
inspired strokes of genius occasionally 
turn out to be flops. Other ideas, humbly 
born of and backward parents, 
sometimes make the welkin ring with the 
tinkle of cash registers. 


as I see it, 


poor 


e This true but unfortunate state of af- 
fairs is not entirely our fault. We are 
foggy on what the consumer wants be- 


cause the consumer does not know, most 
of the time, what he wants himself. What 
must be millions of times a year we probe 
into the poor fellow’s private life with 
cunning questionnaires. Beguiling young 
women and serious, bespectacled young 
men interview him and his family on 
their doorsteps. They invade his parlor 
and his pantry; they subject him and his 
missus to a tedious grilling on just what 
things they have been reading in what 
publications; they peer into his children’s 
mouths to inspect their teeth and tonsils; 
and they pry into his pay envelope to 
determine what income bracket he is in. 

But all this research into human han- 
kerings and needs availeth little. Like 
a host of magazine editors and politicians, 
we continue to be mystified about what 
the consumer wants. What makes it so 
difficult, to repeat, is the fact that the 
consumer doesn't know what he wants 
himself. 


Ideas Create Wants 

I think it is true that new ideas create 
new wants. Some imaginative fellow 
thinks up something that will make life 
easier and better long before the con- 
sumer had any awareness of his hanker- 
ing. 

If King C. Gillette had stopped to re- 
search the shaving wants of men, he 
would never have invented the safety 
razor. A consumer survey would have 
dredged up little or no consumer enthu- 
siasm for the idea. The facts are, I be- 
lieve, that Gillette’s invention nearly died 
a-borning. He contrived to sell a mere 
handful of his ridiculous razors during 
the first six or seven years of its precar- 
ious existence, and the foolhardy venture 
nearly went under. 


e A consumer survey (“Would you like 


.an easier and more watery way to bathe 


your body? Are you sick and tired of 
the old zinc washtub in the kitchen on 
Saturday night?”) would, as I see it, 
have delayed the coming of the modern 
bathtub by decades or maybe centuries. 
Legend has it that the first bathtub was 
installed, to the indignation of an out- 
raged citizenry, in a rich man’s home in 
Cincinnati. Preachers decried it in the 
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pulpit and backed up their condemnation 
with Biblical authority; and the medical 
profession to a man predicted that the 
daily bath, if generally adopted, would 
undermine the nation’s health. The com- 
mon people, set in their old ways and 
superstitions, uttered loud hosannas in 
support of their spiritual and medical 
leaders. A consumer survey, if it had 
been made by the rich man before he in- 
stalled his tub, would have discouraged 
him from going ahead with his revolu- 
tionary notion. 

The first typewriter, reports August 
Reader's Digest, had tough going. “The 
world,” says the article, “was strangely 
indifferent to this new invention; only 
1,200 machines were sold in the first sev- 
en years. Business men stubbornly re- 
jected the innovation. After all, steel pens 
could be had for less than a penny; a 
Type Writer set them back $125.” A rec- 
ognized consumer problem did not create 
the idea; the idea created a recognition of 
the need, eventually. What a happy cir- 
cumstance it is that Christopher Sholes 
did not first ask a panel of business men 
whether or not they wanted a “Mechani- 
cal Chirographer”™! 


e A consumer survey would have killed 
the postage stamp before the first one 
was ever licked by a human tongue. Early 
in the days of Mr. Pickwick it seems that 
a lowly English clerk conceived the revo- 
lutionary idea of a paper stamp covered 
on the back with a glutinous substance. A 
mere lick of saliva—and, presto, there 
you were! But the public, egged on by 
the medicos, would have none of it. The 
glue was poisonous, it caused cancer of 
the tongue, indigestion, and sundry oth- 
er afflictions. Opposition to the stamp 
raged for a decade, but finally the tide 
turned in its favor when Charles Dick- 
ens wrote a blistering defense of the lethal 
invention. The “poisonous glue,” he re- 
vealed, was merely an innocent mixture 
of common starch! 

So it has always gone. So it goes today. 
People do not know what they want. 
When (circa 1909) Miss Edna Murphy, 
the daughter of a Cincinnati surgeon, 
conceived the idea of marketing a de- 
odorant—a formula of her father’s—for 
stopping perspiration and its offensive 
odor, women were horrified. They didn’t 
need it. Why, that’s a shameful and 
slanderous idea! But Miss Murphy, not 
impressed by their indifference and in- 
dignation, went right ahead and adver- 
tised her revolutionary product, Odorono. 
No, women didn't want it—but after a 
little persuasion, a work of art from the 
pen of Jim Young, they bought it, and 
thus was born the whole range of deodor- 
izing products that are so popular today. 


The Doubtful Value 
of Consumer Opinion 

It is a practice among some agencies, 
when in a quandary, to peddle pattern 
ads around door to door in a “consumer 
reaction” survey. (“Will you please look 
carefully at these three advertisements, 
madam, and tell me which one you like 
best.”) This procedure, in my experience, 
is seldom trustworthy. It isn’t merely 
that every woman fancies herself as an 
advertising expert. She doesn’t know what 
she wants, and she is pretty foggy about 
what she likes. Going back to an earlier 
day, how many women had a conscious 
hankering for a soap that was “99 44/100% 
pure”? Or a soap that floated? Or a snp 
that was “three swell soaps in one”? Or 
a soap that was preferred by “nine out 
of ten movie stars”? Or a soap that prom- 
ised them a “schoolgirl complexion”? The 
fact is, don’t you think, that women be- 
gin to want a specific thing—a soap, say, 
that stops “B. O."—-when somebody comes 
along and tells them, in terms of benefits, 
why they should start a-hankering? All 
my experience is that a “consumer reac- 
tion” vote on a copy idea should be ap- 
praised with a bilious eye. 

If the situation is as hopeless as I de- 
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scribe it, what is the solution to the ad- 
man’s dilemma? How can he be sure that 
his copy appeals are aimed squarely, in 
each instance, at a potent human hanker- 
ing? The answer is, of course, that he 
can't be sure. 

Despite my low opinion of most re- 
search into the yearnings that motivate 
people to do things, a certain amount of 
highly intelligent consumer-surveying by 
thoroughly qualified experts is probably 
of some value. But the adman must de- 
pend in the main, I think, on his own 
instincts about people. If he is any good 
at his trade, he will, like the pitchman 
and the sideshow barker, develop a cer- 
tain “feeling” about his fellow human 


G. D. Crain Jr. Says... 


ore 


beings and why they do the things they 
do. It is by no means easy; indeed, even 
a moderate mastery of the art is hard to 
come by. More than one famous copy 
idea has come to its creator as a sort of 
hunch, conceived perhaps by his sub- 
conscious while he slept. It is my own 
notion that a research finding should not 
be taken too seriously if it is in conflict 
with everything a creative man knows 
about human motivation. If you have 
real confidence in your “feeling” about 
people, don’t let yourself be intimidated 
by a statistic. 

Sometimes, of course, our hunches will 
fail us. But, research being what it is, 
it’s the best we can do. AsI say, the con- 
sumer is a man of mystery. 


Market Research Is on the Job 


Although many companies whose prod- 
ucts are used in war production are over- 
sold at present, their managements are 
not deluded by the idea that they need 
not look to the future when normal com- 
petitive selling will again be the order of 
the day: Consequently they are not only 
maintaining sales and advertising con- 
tacts with customers, but are initiating 
market research programs for the pur- 
pose of finding new outlets for their prod- 
ucts when they again have to be sold. 

Take the steel industry, for instance. 
Here is a group of producers whose goods 
have been in urgent demand for the past 
decade. The defense program which anti- 
cipated the second world war was started 
in 1940, and from then until the present, 
steel tomnage has been spoken for by 
buyers well in advance of production and 
with demand always greater than the im- 
mediate supply. Yet the industry is pro- 
ducing more steel today than ever before, 
and will continue to enlarge its capacity. 


es When the present emergency is over, 
that increased capacity will represent far 
greater supply than normal civilian con- 
sumption of metal products will absorb. 
To take care of this greatly increased 
output we shall need not only a greater 
population and an expanded industry, but 
also broader markets than steel has known 
in the past. That is why some of the mar- 
ket researches now being carried on by 
steel companies are probing the possibil- 
ity of making special steels to fit the re- 
quirements of markets which they have 


Employe Communications... 


not been selling to in the past. 

Steel is just one industry whose leaders 
are aware of the necessity of the intelli- 
gent forward look typified by market re- 
search and product development. This 
should be a great era for market research, 
particularly for companies which are ei- 
ther selling most of their output for mili- 
tary use or those which have expanded 
their facilities and will therefore have 
more of everything to’ sell after the pres- 
ent war-stimulated demand begins to ta- 
per off to something approaching normal. 


@ Maybe that time will come late in 
1952 or in 1953. After all, a year or two 
represents just a short period in which 
to do fundamental research on markets, 
customer preferences, manufacturing pro- 
cesses and all the other factors involved 
in planning new products and setting up 
the necessary machinery for their promo- 
tion and sale. So now is certainly not too 
early, regardless of when the pressure 
for military production subsides, to start 
studying the potentials represented by 
new markets or the development of new 
products. 

With the improved techniques for mar- 
ket research now available, and with 
many more reliable sources of good mar- 
ket information at hand than ever be- 
fore, expenditures for studies in the whole 
area of new sales possibilities should 
prove highly profitable in one, two or 
three years, when the dove of peace again 
descends, even tentatively, on a harried 
and nervous world. 


Making Sense in Sales Promotion 


By Rosert NeEwcoms anp Marc SAMMONS 


When the curtain was rolled away for 
the closing act of the recent sales and 
sales promotion shindig of the Blue Cross 
Commission in Chicago, delegates lolled 
in their chairs, secure in the knowledge 


ACTING !T OUT—Lawrence C. Wells, Blue 
Cross assistant director, goes graphic in 
sales promotion talk. 


that this would be a routine wrap-up of 
all the homilies on selling. Within two 
minutes after the show started, every- 
one acted as though he had had an inocu- 
lation of benzedrine through the chair 
seat. 

The title of the offering was “It was 
good enough for grandpa” and it re- 
ferred to the ageless maxims and proverbs 
that guided our elders. The inference was 
that, since it was good enough for grand- 
pa, it was good enough for everybody 
else. The speaker, garbed like a country 
storekeeper and surrounded by intrigu- 
ing props, was Lawrence C. Wells, the 
commission's assistant director. For a half 
hour he dug into his barrels of maxims, 
to show that the horse sense that guided 
our grandparents can be depended upon 
today to see us through. “If a thing is old,” 
Wells observed at one point, in a quote 
from Eddie Rickenbacker, “it is a sign it 
was fit to live.” 

Leaning heavily on sayings out of the 
past, Wells pointed out seven jars of his 


The Creative Uans Corner 


Merchandise on island displays, scattered on counters and otherwise 
brought out from staid and dignified shelves has a way, so wise merchants 
have found, of being picked up by consumers. 

The ads in the section of Esquire magazine, called Talking Shop with 
Esquire, way in the back of the book, remind The Corner of the way so 
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going to buy. 


people are potential customers. 


much merchandise is moved in drug stores, syndicate stores and super- 
markets today. One finds himself browsing among them, spending much 
more time with them and giving them much more interested attention than 
the four-color pages farther forward in the book. 

It is not the intention of The Corner to discourage advertisers from using 
four-color pages in Esquire, but it does seem to him that these advertisers 
could pick up a good many tips from these small ads. These ads, not having 
too much space to move around in, or spare, get right down to brass tacks. 
They show the product and tell what it will do for you. They are based 
on the perfectly reasonable assumption that, in the audience of any pub- 
lication, there are a certain number of people who might be considered 
potential customers—and they talk to these people and no others. In fact, 
they are not interested in any others, 


This is a point of view that seems to become lost when appropriations reach 
$100,000 or more. At that point, advertisers seem to become intrigued by 
the numbers of people they can attract—regardless of whether or not those 


Next time you leaf through a magazine or a newspaper, try to look at 
the ads as a potential customer—rather than as a reader 
space is devoted to pure hope and how little to real sell. 


for only the potential customers are 


and see how much 


merchandise; these, he noted, were the 
essential ingredients of sales success. They 
were simplicity, understanding, considera- 
tion, courtesy, enthusiasm, study and 
self-exertion, and along toward the end of 
the summary, delegates noted that the 
first letters of each word spelled out “suc- 
cess.” 


s Now much if not all of this will be re- 
garded, by some, as an excursion into 
the tall corn. But it is a curious fact that, 
once you've left the thunder of the city 
and the shadows of its towers, corn is 
what people like and, above all, what 
they understand. Too many people, swept 
along by modern, streamlined concep- 
tions of public relations, sales promotion 
and certainly communication with em- 
ployes, could go back to homespun the- 
ories, and peddle more in less time. “A 
theory,” Wells remarked, “is something 
that won't work unless you do.” 

Wells takes the view that perhaps, in 


sales promotion, we've come too far too 
fast. The individual in the field of sales 
promotion—or public relations or com- 
munications—has a tendency to run ahead 
of his audience. He ought to pause, Wells 
thinks, and recall what made this coun- 
try tick in the first place. Parenthetical- 
ly, Wells is the answer to the prayer of 
any program chairman; his presentation 
will start any business conference off 
with the delegates on their feet. 

In the field of employer-employe com- 
munication, Wells’ appeal for a return to 
some early principles makes sound sense. 
The appeal is so basic and so simple that 
sometimes it is ignored. Only a few weeks 
ago the head of a large company was de- 
ploring the growing coolness he sensed 
toward him on the part of his employes 
“It wasn’t that way when I was out in the 
plant every day,” he complained to an 
associate. He had put his finger on the 
cause, but someone had to tell him that 
that was what he had done. 
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Handy Order Blank 
(Vows Mame in On The Other Sade} 
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EASY DOES 1T—Shown here is a small mail order flyer, with a simple order blank in the 


upper right hand corner 


The blank is so placed that, when the flyer ts folded twice 


and sealed for mailing, the customer's name and address appear on the reverse of th 


order blank, so that the order need not be 


plate identifies the customer 


signed, and a clear, readable Addressograp! 


Mail Order and Direct Mail Clinic... 


‘Presigned’ Order Blanks Pay Off 


By Wuirr NorTHMorE SCHULTZ 

Most folks who shop the easy, arm- 
chair way—by mail—like to use order 
blanks, mail order experts have discov- 
ered 

‘Now an order blank can be simple or 
compheated 

If it's complicated, chances are it won't 
be used, and it will be tossed into the 
waste basket 

But if 
if it really aids your customer to place 
his order, then it’s a good order blank 
and you'll find most of your orders writ- 


it's simple and easy to use, and 


ten on it 


All direct mail pieces that are trying 


to sell a service or merchandise should 
have order blanks included. Simple, easy 
to understand order blanks, that is 

In direct mail selling, It seems, youre 


constantly experimenting 
e We've been doing a good deal of ex- 
perimenting and we recently discovered 
a new type of order blank which we've 
part of our mailing 


made an integral 


piece 

This order blank is printed on the re- 
verse ide of the addre 

Because we address with metal plates, 


we are assured a clear and exact Impres- 
sion of our customer's name 

Thus, on one side of our 
order blank is his order, written by him 

And on the reverse side is his name, 
neatly and legibly printed 

On a recent test mailing, over 97% of 
our customers used our addressed order 
blank, illustrated here 

Results? 

1. Accuracy of name 

2. Convenience for our customer 

3. And a saving of time 

You can also make your order blank 
do other things for you. For example 

1. You can repeat your guarantee on 
the order blank, assuring your customer 
that his purchase is guaranteed to please 
him or his money back 

2. You can tell him that he should re- 
mit by check or money order and dis- 
courage him from sending stamps and 
buying on C.O.D. terms 

3. You can build good will by thanking 
your customer and urging him to place 
future orders with you 

A good order blank is vital to success- 
ful mail selling. Prepare it well. Make 
it easy for your customer to buy from 


customer s 


you 


How Long Should a Sales Letter Be? 


The length of copy is always an tnter- 


esting subject for discussion in advertis- 
ing cirel In an article on direct mail 
advertising in the July, 1951, Harvard 


Mayer Jr 
New York 
direct mail house, and former president 
takes 


Edward N 
Gray Ine 


Business Revieu 


president of James 


of the Direct Mail Advertising Assn 


up the subject of long Us 


short letters, as 
well as other aspects of direct mail. The 
following is quoted from his artu le 

No letter is too long if it tells the whole 
story and only that 

Consider, if you will, the studies made 
of the nurnber of words used In an aver- 
age personal sales call. The figures show 
that approximately 4.000 words are spok- 
en, including about 2,500 by the sales- 
man. If you allow 300 words to a page 
this means that a salesman attempting to 
sell to one and only one individual needs 
a “letter” about eight pages long to tell 
his complete story 


Yet a sales letter in direct mail, though 
addressed to one individual, to be suc- 
cessful must apply to all of the individuals 
on the list. It must cover al] of the reasons 
why a prospect should buy, and answer in 
advance and without coaxing all of the 


objections to buying of all the prospects 


e Not too long ago one of the organiza- 
tions that sell a business service by mail 
got a little fed up with the complaints it 
was receiving about the eight-page let- 
ter it was using to sel] its service suc- 
cessfully. After extremely careful rewrit- 
ing, the eight pages were cut down to two 
and mailed to one-half of a list of excel- 
lent prospects, the other half receiving the 
origina] letter. There were very few com- 
plaints from the people who received the 
two-page missive, and there were very 
few orders, too. But the long, eight-page 
treatise brought its usual number of com- 
plaints and its usual large number of or- 
ders—by coincidence, exactly four times 


as much business as the two-page letter 


Then there is the story of the well- 


known specialist in simplified writing wh« 


offered to rewrite a long three-page 
magazine circulation solicitation. He did- 
got it down t me ide of one sheet of pa- 
per. But in comparison to the original, his 
short letter brought in less than one third 
aS many order 
All short letters are not failures, nor 
re al] the long ones great successes, Dut 
the moral is that direct mail advertising 


The Eye and Ear Department... 


Advertising Age. August 20, 1951 


is supposed to sell the prospect, not just 


please him 


The sar moral applies to the use of 
continuity, which also, like long letters, is 
sometimes misunderstood It is un- 


true that numerous mail ad- 


vertisers have had an outstanding success 
with a single mailing making a specific 
ffer, but in ordinary direct mail we know 
of no authenticated case where a single 


mailing did as good a b aS a carefully 


planned series of rm 


A Refreshing Type of Newscast 


Frank Edwards has more sponsors than 


any other rank broadcasts 


newscaste! 


the news over Mutua]! at 10. Frank's spon- 


800,000 members of the Amer- 


ican Federation of Labor 


Frank newscasts are different from 
most newscasts. Frank broadcasts from 
Washington and lets you know in no un- 
certain terms just how various congress- 
men voted on certain issues that day 


and what he thinks about it. Just before 
he signs off at 10:15, as if it had almost 
slipped his mind, Frank will tell you, 
briefly, what happened at Kaesong. He 
is also humble enough to ask his listeners 


to write in and tel! him what 


thev think 


about his newscasts and just what kind 


of news they would like to hear 


Tips for the Production Man... 


Both these developments in newscast- 
ing are rather refreshing to the ear. Most 
newscasters these days sound either like 
least the Ange Gabriel 


Nhas an urge 


God or at 


fter listening to them 


to pull down the shades anc 


craw! under the bed 


window 
After listening to 


Frank, vou feel like writing your con- 


Frank sounds 


too interested 
in politics, a little too much on the side 
of the American Federation of Labor 
Nevertheless, his d 
news may eventually result in something 
One day a person may be able to listen 
to a newscast without 
or a stiff neck from 
around corners 


ieveloping ulcers 
looking quickly 


Filing System for Cuts Pays Dividends 


By KENNETH B. BUTLER 


How many times have you made up an 
ad or a piece of literature, bought all new 
engravings, and then discovered you al- 
ready owned a fair portion of the cuts in 
identical size? You probably 
passed it off with the excuse that it was 
quicker to make new ones than to hunt 
up the old ones 


almost the 


The answer 
may lie in the establishment of a good 


one that pays dividends 


cut-filing system so that engravings can 
be kept in 
quickly when wanted for re-use 


good condition and found 


@ The problem is one of filing space and 
a quick, foolproof system 
cumulate fast. The 
used is to leave them with the last printer 
Some 


Cuts can ac- 
system commonly 
them in wood or 
drawers. The 
cabinets take a lot of floor space, and be- 


advertisers fil 


steel cabinets containing 


cause the slides are large, involve con- 


siderable searching. And identification 


is not always easy just by looking at the 


CUT LIBRARY—A corner of cut-storage de- 
partment, showing aluminum ladder. This 
method is compact, businesslike. 


EACH BOX HOLDS SEVERAL—Opened bor. 
showing engravings. Each box is num- 


bered for quick reference 


cut. 

We want to tell you about a system 
used by several companies we know. Tall 
narrow steel cabinets with open shelves 
like bookshelves were installed They ey 
tend high, up close to the ceiling. and are 
arranged like bookstacks in a 
Aisles need not be 


library 
wider than 2's feet 
A light aluminum portable step with plat- 
form is provided to make it easy to take 
down cuts, even from topmost shelves 
The shelves are spaced 13” apart. In- 
filled with books, the 
shelves are filled with durable black card- 
board filing boxes, size each 


tead of bei 


12x12x1”, 
Numbered gummed 
labels are affixed to the lower backbone 


each box with a top 
of each box 
@ Each box neatly holds several engrav- 


ings. They are protected dust, 
scratching, or damage 


from 


When a cut is filed it is examined for 
condition, and those in bad condition dis- 
carded. The identifying box number is 
marked on a sheet containing a printed 
reproduction of the cut as last used, or 
special proofs are taken and so marked 
The proofs are then filed in a regular let- 
ter file, classified as to subject matter. The 
box number system makes it simple to 
locate cuts 

Once a year proofs should be gone 
over, obsolete cuts removed and sold for 
metal salvage. Keep a tab sheet of box 
numbers thus vacated for incoming cuts 
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NBC Insists People 
Can Outsell Paper 


in Fall Promotion 


New York, Aug. 14—National 
Broadcasting Co. has started a pre- 
fall promotion campaign for ra- 
dio based on the theme “People 
sell better than paper.” 

It is designed to convince ad- 
verlisers that the human voice is 
more potent than the printed word 
as a sales force, with newspapers 
and magazines as the target in 
this competitive drive. Commercial 
time on five nighttime network 
broadcasts will be devoted to sell- 
ing radio, in general, and NBC 
radio in particular. The shows are: 
“You Can't Take It With You,” 
“American Portraits,” “Screen 
Directors Playhouse,” “Al Good- 
man’s Musical Album” and “Bos- 
ton Pops Orchestra.” 


@ Jacob A. Evans, manager of ra- 
dio advertising and promotion for 
NBC, said the drive will be budg- 
eted at $702,200. This figure in- 
cludes the on-the-air promotion. 
Fourteen business papers will be 
used. The network's “Operation 
Tandem,” a plan whereby several 
advertisers may buy participa- 
tions on a number of shows, will 
be stressed. 


Agency for the network is J. 
Walter Thompson Co. 


Lee Risk to Fruit Growers 


Lee Risk, formerly in the ad- 
vertising department of Carnation 
Co., has been appointed assistant 
ad manager of the Blue Goose 


fresh and frozen food lines of 
American Fruit Growers, Los 
Angeles. Previously advertising 


manager of American Fruit Co., 
Nelms Black has been promoted 
to assistant to the general man- 
ager. 


Tobey Associates Formed 


Fred Tobey Associates, adver- 
tising agency specializing in home 
products, has been formed at 20 
E. 35th St., New York. Included in 
the agency are Fred Tobey and 
William Pecau, former design di- 
rectors and merchandising consul- 
tants; Harvey Grut, who has 
worked with Mr. Tobey and Mr 
Pecau, and Dorothy Wagner, for- 
mer editor of Today’s Woman. 


Hammer Agency Nam2s Four 


Herbert Sherman, production 
manager of Hammer Advertising 
Agency, Hartford, Conn., has been 
promoted to v. p. in charge of pro- 
duction and media. Charles J. 
Charney has been named v.p. in 
charge of the agency’s New York 
office, which has been moved to 
1819 Broadway. Melvin Levy and 
Seymour Chodorcoff have been 
named account executives. 


*Indicates first listing in this column 


Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit. Statler Hotel, Buffalo 

*Sept. 8-9. Midwestern Advertising 
Agency Network, quarterly meeting, Bis- 
marck Hotel, Chicago 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

*Sept. 23-26. Western States Classified 
Conference, Hotel Santa Rosa, Santa Rosa, 
Cal 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 


Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York 


Oct. 4-5. Continental Advertising Agen- | 
cy Network, 19th annual meeting, Phila- 
delphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 11. National Assn. of Magazine | 
Publishers, fall meeting, Westchester | 
Country Club, Rye, N. Y | 

Oct. 13-16. Mail Advertising Service| 
Assn., 30th annual convention, Schroeder | 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- | 
tribution, 23rd annua! forum, Hotel Stat- 
ler, Boston. 


° . 


in NORTH DAKOTA. 


$16,000,000 is 
just POTATOES! | 


in the nation . . 


increase in the past ten years.* 


COMPLETE FAMILY COVERAGE 


with the 


NORTH DAKOTA DAILIES . 


Over 90% of North Dakota's farm and urban 
families daily indicate their preference for the 
North Dakota Dailies—for the locally edited news 
and the products advertised and sold through 
their pages. No other publication, or group, gives 
blanket coverage with real pulling power in fertile 
North Dakota—at such low cost. Don't overlook 
North Dakota—and the NORTH DAKOTA DAILIES. 


*195! Soles Management Survey of Buying Power 


BISMARCK TRIBUNE 


Small potatoes when you talk about national spending 
—but Big Potatoes when you consider it's simply 

a small portion of North Dakota's near record 

farm income of $609 million, last year. The potato 
harvest is just part of the big money crops that make 
North Dakota families the fourth largest spenders 

. accounts for North Dakota's 

ber one position in the nation for retail sales 


Oo 
JAMESTOWN SUN | 
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Oct. 15-16. Inland Daily Press Assn.. 
67th annual meeting, Congress Hotel, 
Chicago 

Oct 
Assn., 
Hotel. 


17-19. Direct Mail 
3th annual conference, 
Milwaukee 

22-23 Agricultural 
annual meeting, Chicago. 

24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler 
Boston 

Oct. 25-26. Audit Bureau of Circulations 
annual meeting. Congress Hotel, Chicago 

Oct. 25-27. Advertising Typographers of 


Advertising 
Schroeder 


Publishers 


America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 

Nov. 12-15. Financial Public Relations 
Assn.. annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 


annual meeting, Drake Hotel, Chicago 
27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 
Jan. 25-26, 1952. Assn. of 
Advertising Managers, St. Louis 
June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 


Railroad 


j 


r 
i 


59 


June 29-July 2, 1952. National Indus 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago 


Arbingast Closed for Rest 


When Arbingast, Becht 
sociates, Peoria, Ill., decided to 
close its office for a mass vaca- 
tion from Aug. 11 to 27 rather than 
grant individual] leaves, it sent an 
explanatory folder to its clients, 
suppliers and friends. However, 
the agency did keep an emergency 
crew in Peoria for possible crises 


Weil Forms Ad Service 


Robert L. Weil, formerly con- 
nected with Display Finishing Co., 
has formed Specialty Advertising 
Service at 21-02 44th Rd., Long 
Island City, N. Y. The company 
will design and manufacture ad- 
vertising specialties and _ sales 
stimulants, created order, for 
national advertisers. 


& As- 


to 


‘Buckeroo’ Names Kuhn Agency 

The Buckeroo, Molalla, Ore., has 
appointed Randolph T. Kuhn Ad- 
vertising, Portland, to handle ad- 


exhibit, Waldorf-Astoria Hotel, New vertising and publicity for its an- 
eae nual summer show. 
4G 
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Fort Smith's Retail Troding o counties : 


Western Arkansas © 
of 10 i Okiohome counties, 
HALF-MILLION people 


ond 4 Eost-Centr 


boosts neorly © 


uthwest American 


Want to bolster your distribution, 
or introduce a new product? Give 
vs on assignment and we'll not 
only put your product on the deal- | 
ers shelves — we'll move it right 
into customers homes! We have a 
“reputation” for RESULTS in Food! 
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ONE ORDER & ONE BILLING 
You'll multiply your soles results with one 
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7008 ABC 


BUY OUR COMICS 
IN A PACKAGE! 


Many notional advertisers hove ol 
ready discovered the pulling power 
ond low cost of COMICS in ow 
three popers. Ask our Represento 
tives or check SRDS 
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SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


LEADS BY FAR IN 


EMPLOYMENT 


GREENVILLE 45,964 


iColumbia 26,634 


Charleston 23,217 


S. C. Emp. Sec. Comm. figures 
Year Ending Sept. 30, 1950 


Greenville leads also in Popula- 
tion, Retail Sales, Wages, and 
Autos & Trucks. South Caro- 
lina’s Largest Metropolitan Area 
is your first market in S. C. 


S.C You sell it... 
gH. ppo tell it 


auuille News 


NING B SUNDAY 


Operators of WFBC - NBC - 5000 Werts 


Daily Circulation 92,343 | 


\TV Has Little Effect on College Students, 


Newspaper Representative’s Study Suggests 


New York, Aug. 14—Television 
hasn't made much of a dent in 
the lives of college students, ac- 
cording to results of a survey con- 
ducted by National Advertising 
Service, which represents college 
newspapers. 

A sample of 2,201 students at 
25 colleges in 21 different televi- 
sion areas completed question- 
naires in the survey. The total en- 
rollment at the colleges was 266,- 
865, or 23.2% of the 1,149,148 stu- 
dents available in all “TV area” 
colleges which have newspapers 
carrying national advertising. 

Only 13% of the respondents 
own TV sets at college, and only 
26% look at one or more video 
programs regularly at college. 


@ More than half (52.6%) of the 
entire sample spend no time watch- 
ing television; 36.3% spend from 
zero to five hours weekly watch- 
ing TV; 6% spend from five to 


ten hours a week and only about 
4% spend more than ten hours 
weekly. 

The time devoted to television 
has been taken from the follow- 
ing activities. The number of men- 
tions totals more than 2,201, since 
a number of students listed sev- 


eral activities receiving less at-| 
tention: 

Studies 358 
Athletics 64 
Newspaper reading 148 | 
Magazine reading 187 
College newspaper reading 63 
Radio listening 424 
None 1,470 
Other activities 174 


Nabisco Signs ‘Kukla’ 


National Biscuit Co., New York, 
has signed to sponsor the Wednes- 
day telecasts of “Kukla, Fran and 
Ollie” over NBC, 7-7:30 p.m., 
EDT, starting Aug. 29. Featured 
on the show will be Nabisco shred- 
ded wheat and “sweet varieties.” 
McCann-Erickson is the agency. 


“ .. like selling refrigerators 
to Eskimos” 


J. N. Blair & Company, Inc., 


of Sacramento, California, 


sponsors of the Fulton Lewis, Jr. program on KXOA, had 


this to say to the station: 


“We've heard about selling refrigerators to Eskimos, 
and now KXOA has done almost the same thing for 
us through Fulton Lewis, Jr. 

“As you know, we started with one spot a night. Eight 
weeks later we tripled our investment to buy three 
quarter-hours. Several personal friends didn’t know we 
handled heating units until they heard the program. 
“The real pulling power of the show was tested when 


we advertised ice cream units in mid-winter 


the near- 


est thing we know of to selling refrigerators to Eskimos. 
Fifteen minutes after the program we received eleven 
inquiries for further information! 

“Fulton Lewis, Jr. and KXOA have certainly done a 


job for us.” 


The Fulton Lewis, Jr. program is “doing a job” for local 
advertisers on 372 stations. It offers a ready-made aud- 
ience at local time cost. Since there are more than 500 


MBS stations, there may 


locality. Check your Mutual outlet- 


be an opening in your 
or the Co-operative 


Program Department, Mutual Broadcasting System, 


1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 


Advertising Age, August 20, 1951 


DOUBLE DUTY BOX—Hinde & Douch Paper Co., Sandusky, O., developed this 
corrugated box which serves two purposes for Puritan Cordage Mills, Louisville, 


by providing protection for its Puritan Maid 


a * 


during ship and serving 


as an effective counter display. 


Personna Price Cut 
and Big Ad Drive 
Skyrocketed Sales 


New York, Aug. 14—Personna 
Blade Co. credits its million-dollar 
ad budget and a cut in retail prices 
for “doing more blade business in 
the first four months of 1951 than 
the company did in all of 1950.” 

Personna reduced prices on its 
blades in January, with the 10¢- 
per-blade tariff going down to 5¢ 
and the ten-blade dispenser de- 
clining from $1 to 49¢ (AA, Jan 
24). 

Otto E. Kraus, president, said 
results were so satisfactory that 
the advertising appropriation was 
increased to $1,500,000 effective on 
July 1. The budget hike is aimed 
at maintaining and _ increasing 
throughout the rest of the year 
the “phenomenal” sales gain en- 
joyed to April 30. 

Most of Personna’s advertising 
outlay, handled by J. D. Tarcher 
& Co., goes into television. The 
company co-sponsors “Cavalcade 
of Stars” and “Cavalcade of 


Bands” on the DuMont network. 
It has renewed Gabriel Heatter, 
radio commentator, via Mutual. 

A substantial amount goes for 
newspaper advertising, and Life 
ads, as well as spots on 44 TV sta- 
tions. 


Radio Actors Bar Reds 

American Federation of Radio 
Artists has voted to bar from the 
union any performer who has been 
proved a communist since Dec. 
31, 1945, in any state or federal 
court action. The vote, which en- 
tailed a constitutional amend- 
ment, was 2,118 in favor and 457 
against. 


Soilax Buys Program 

Economics Laboratory, St. Paul, 
Minn., will sponsor Galen Drake in 
a new five-minute weekly series 
starting Aug. 18 at 10:25 a.m., 
EDT, over CBS. Time for Soilax 
was bought through Cunningham 
& Walsh, New York. 


Chapman Joins Glassner 

C. Edward Chapman, formerly 
with Everingham Co., Chicago, has 
joined Glassner & Associates, Chi- 
cago public relations concern, as 
an account executive. 


SUBURBANITIS* 


*A coined word to describe 
the population movement 


from city to suburbs 


BUFFALO PEOPLE haven't all moved into 
the suburbs yet...but census figures show a 
great many of them hove. 


In the Suburbs, as in the City, the News is 


Buffalo's great family newspaper . 


.. the newspaper that gives 


complete coverage of the great Buffalo market six days a week, 


In Williamsville, for instance, the News is preferred more than 32- 
to-1. In Orchard Park, the News is a 4-to-] favorite. In Hamburg 
and Lancaster, it's almost 3-to-1 and in East Aurora and Cheektowaga 


it's more than 2-to-}. 


SELL the NEWS READERS and you SELL 
The Whole Buffalo Market 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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Hearst's Death 
Leaves Control 
in Family Hands 


(Continued from Page 1) 
Call-Bulletin) eight business as- 
sociates were named as trustees 
and executors. They are: 


Martin F. Huberth, chairman, 


Hearst Corp.; Richard E. Berlin, 
Corp. 


president of Hearst 
Hearst Maga- 
zines; William M. 
Baskervill, pub- 
lisher, Baltimore 
News-Post; Har- 
old G. Kern, pub- 
lisher, Boston 
Record and 
American; Rich- 
ard A. Carring- 
ton Jr., publisher, 
Los Angeles Ex- 


and 


aminer; Henry 8. R. E. Berlin 
MacKay Jr., Mr. 
Hearst’s attorney; William A. 


Curley, editor, New York Mirror; 
and Walter Howey, senior consul- | 
tant editor to Hearst newspapers. 


@ In Los Angeles today, a superior 
court judge okayed the appoint- 
ment of Rando'ph Apperson Hearst 
and Mr. MacKay as special ad-| 
ministrators of the estate. 

In approving the appointments, 
Judge Newcomb Condee agreed 
that the operation of the estate is 
“so complex and intricate as to re- 
quire immediate and daily atten- 
tion.” The two men will serve only 
until the eight executors named in| 
the will are qualified—possibly 
late this month. | 

At the time of the appointment, 
Randolph Hearst and Mr. MacKay 
were placed under $20,000,000 
bond, since the unofficial value of 
the estate was estimated at more | 
than $20,000,000. 


e These were the men who would 
have to decide what alterations 
would be made in the sprawling | 
holdings, and they would have to} 
do whatever pruning was to be 
done—since a byword in the | 
Hearst organization had long been, | 
“at least as long as the Chief is | 
alive.” } 

They had a mammoth job, for | 
the Hearst empire was a titanic 
assembly of communications me- 
dia: 


THE STRUCTURE 

The corporate structure of 
Hearst's multiple properties has 
always been somewhat involved. 
Control and operation is divided 
between two major holding and 
operating companies—Hearst Corp. 
and Hearst Consolidated Publica- 
tions. 

Common stock of Heaist Con- 
solidated, reportedly 2,000,000 
shares, is held by Hearst Corp., a 
private Hearst family corporation. 
About 1,849,000 shares of Hearst 
Consolidated 7% preferred stock 
listed at $25 par is publicly owned. 
Ii is listed as an over-the-counter 
security and on Aug. 15 was of- 
fered at 14 3/4 with 14 bid. 


@ The preferred stock, incidental- 
ly, was issued in the 1930s at a 
time when Hearst needed addition- 
al capital. The stock contains a 
provision that dividends of about 
$1.75 a year will be paid on the 
preferred before payments are 
made on the common stock. In 
addition, if dividends are not paid 
for four consecutive quarters, pre- 
ferred stockholders have the right 
to elect a majority to the board of 
directors. 

Despite the fact that more than 
$8 per share of dividend arrear- 
ages have accumulated, Hearst re- 
tained control during the past few 
years by paying dividends at least 
once (often more) every four 


|ican subscription list. 


quarters. 
Hearst Consolidated Publica- 
tions controls and operates 14 


newspapers: Boston American, 
Boston Sunday Advertiser, New 
York Journal-American, Balti- 
more News-Post, Baltimore Sun- 
day American, Pittsburgh Sun- 
Telegraph, Detroit Times, Chicago 
Herald-American, San Antonio 
Light, Los Angeles Examiner, Los 
Angeles Herald & Express, San 
Francisco Examiner, San Francis- | 
co Call-Bulletin, and Seattle Post- | 


Intelligencer. 


s In addition, Hearst Consolidated 
operates The American Weekly, 
Puck—the Comic Weekly, radio 
station WCAE, Pittsburgh, and the 


newsprint properties consisting of | 


the Halifax Pulp & Paper Co. and 


the Pejepscot Paper Co. at Bruns- | 


wick, Me. 

Hearst 
tions and subsidiaries have re- 
ported a decline in net income to 
$1,322,700 for the first six months 
of this year from $3,599,800 


this year’s period is after set-aside 
of $1,265,300 for taxes. 

Operating revenues totaled $90,- 
321,100, against $90,473,400 in the 
first half of 50, and operating ex- 
penses were listed at $87,073,400 
compared witn $84,581,100 last 
year. Increased newsprint cost, not 
reflected in the six-month state- 


ment, is expected to add nearly | 


$5,000,000 to annual 
costs, the report says. 


operating 


es Hearst Corp. controls and oper- 
ates four newspapers—New York 
Mirror, Boston Record, Milwaukee 
Sentinel, and Albany Times-Union; 
the Hearst magazines, 
of Cosmopolitan, Good Housekeep- 
ing, Harper’s Bazaar (the latter 
two also published in England), 
House Beautiful, Town & Country, 
Motor, Motor Boating, American 
Druggist, and Connoisseur, an 
English quarterly with an Amer- 


In addition, Hearst Corp. oper- 
ates King Features, International 
News Service, and Hearst Radio, | 
which includes WBAL, Baltimore; 
WISM, Milwaukee, and WBTV, 
Baltimore. The corporation also 
controls and administers most of 


Consolidated Publica-| 


in | 
in 
the first half of 1950. Income for | 


consisting | 


Mrs. Patterson and later sold) 
Nash’s Pall Mall magazine and 
| American Architect went out of the 


|magazine stable; in 1938 WINS, 


|New York, was sold to Milton 
| Biow, the agency man, and KOMA, 
Oklahoma City, went to J. T. Grif- 
fin for $315,000. Those who have 
| become accustomed to thinking of 
Hearst as an implacable foe of the 
| administration may be startled to 
| recall that the president of Hearst 
| Radio in 1938 was Elliott Roose- 
| velt, who had joined the organiza- 
tion as a v.p. in 1936, and who re- 
| signed in April of 1939. 

| In the process, Pictorial Review 
| bought Delineator, then was sus- 
| pended in 1939. The present Picto- 
rial Review, launched in 1944, has 
no relation to the original wom- 
en's service magazine. 


e Many writers have remarked 
the fact that Hearst’s reorganizing 
came after the depression, which 
the giant organization weathered 
rather well. In fact, it was the 
only retrimming of the Hearst 


|sails—from the time young Wil- 


liam Randolph Hearst walked into 
the ailing San Francisco Examiner 
offices in 1887, the technique was 
one of amassment. 

In 1895 he bought the New York 


the Hearst real estate holdings. 

| 
e While Hearst at one time ned 
large real estate holdings, most of 
these have been liquidated. What | 
remains consists largely of scat-| 


| tered parcels of metropolitan real | 


Morning Journal; by 1908 he had} 


newspapers in five cities. In 1903 
he entered the magazine field 
with Motor and in 1905 bought 
Cosmopolitan, a forerunner of the 
illustrated monthlies. He began 
the first newsreel in 1914 (now op- 


estate, newspaper properties, his| erated in connection with M-G-M) 
ranches in the far West and timber | and launched into the motion pic- 
acreages in Maine, Nova Scotia|ture business in 1916. 
and the Pacific Northwest. His contributions to newspaper 
In later years a board of voting publishing are generally recog- 
trustees was appointed by Mr-.| nized: the big headline, the stac- 
Hearst to assist him in carrying! cato leads and paragraphs, the em- 
on the organization. The board | phasis on comics in building cir- 
consists of Mr. Huberth; Mr. Ber-| cyjation. Just important was 
lin; Mr. MacKay; William Ran-| pis emphasis on advertising and 
dolph Hearst Jr.; John R. Hearst, | business—Hearst newspapers pio- 


as 


assistant general manager of the 
Hearst newspapers; Mr. Carring- | 
ton, and Mr. Baskervill, publisher | 
and editor of The Baltimore News- | 
Post. | 

And complicated as the structure 
might seem to be, it was simplified 
in the late °30s, when circum- 
stances forced the streamlining of | 
the organization. 


BACKGROUND 
In 1935, Mr. Hearst had 28 news- 
papers, as against the 18 he oper- 
ated at his death; eight radio sta- 
tions as compared to the three 


still held; 11 magazines compared | 


to the nine now operated. 

Some newspapers were sus- 
pended—the Oakland Post-En- 
quirer most recently, in 1950. Oth- 
ers dropped included the Atlanta 
Georgian & Sunday American, Chi- 
cago Herald & Examiner, Milwau- 
kee News, Omaha Bee-News, 
Rochester Journal and Sunday 
American, Syracuse Journal and 
Sunday American, Washington 
Herald and Times (first leased to 


jcapable of printing 


neered in building classified sec- 
tions, developed the Sunday news- 
paper-delivered magazine, mer- 
chandising aids such as route lists, 
and color printing (Hearst's tech- 
nical experts devised the press 
four to 16 
pages in color in 1896). 


e In 1940, testifying in a stock- 


holder’s suit, his friend, confidant 
| and lega! adviser, John F. Neylan, 


explained Hearst’s complex per- 
sonality: 

“Money as such bores him. His 
idea of money is that it is some- 
thing to do something with. He is 
a builder. He wants to build 


buildings. . .magazines...hotels...! 


ranches. His idea is to build, build, 
build all the time. I have said re- 
peatedly that in his makeup there 
is just almost a blank space in re- 
lation to money.” 

Among the causes he cham- 


pioned as a publisher were the) 


eight-hour day, the election of sen- 
ators directly, woman suffrage, 
anti-trust legislation and anti-vi- 


‘AMERICAN WEEKLY’ MEN—Among Hearst officials who met to decide American 

Weekly policies four years ogo were (from left) Mortimer Berkowitz, general man- 

ager, no longer with the publication; Merrill C. Meigs, Hearst Corp. v.p.; Walter 

Howey, editor, The American Weekly, and Martin Huberth, chairman of Hearst Corp. 
Mr. Howey and Mr. Huberth ore two of the executors of the Hearst estate. 


visection. Traveling, or at his 
ranch at San Simeon, he ran the 
far-flung empire—like none other 
in the business—personally. 

It will probably be some time 
before the shape of the Hearst 
holdings after his death will be 
known. Last week the trustees 
were assembled on the West Coast 
with the Hearst family, and the 
clearest indication of the future 
came from Mr. Berlin, who said: 

“The passing...marks the end 
of a period in American journal- 
|ism...of personal journalism ra- 
| ther than the impersonal direction 
of newspapers...He took great 
pride in training his top execu- 
tives in a most painstaking man- 
ner so that he could rely on them 
|to carry on after his death with 
uninterrupted continuity. ..a well- 
}trained and competent organiza- 
tion which believes in and will 
continue to pursue the policies and 
ideals for which Mr. Hearst 
| stood. . .” 


| Paper Market Quiet 


‘Since Price Boosts 


| 

| New York, Aug. 16—There has 
been little buying activity in the 
local paper market since the price 
increases of a week ago (AA, Aug. 
13). Another newsprint mill, In- 
land Empire Paper Co., Millwood, 
Wash., has increased its price of 
newsprint $10 a ton, effective yes- 
terday. 

National Production Authority 
has exempted as of Aug. 10 con- 
sumers of northern European 
chemical wood pulp from the pre- 
vious 45-day inventory restriction, 
and extended it to 120 days. This 
means that users of imported wood 
pulp may increase their over-all 
inventory. Users of mixed im- 


120 days on imported inventory 
and 45 days on domestic, add the 
time and divide by two and have 
82% days’ maximum 
limitation. 

Coincident with this announce- 
ment was a report that Swedish 
and Finnish pulp exporters will 
cut their exports to the U.S. by 
50% because of U.S. ceiling prices 
on imported wood pulp 


se The present market for pulp, as 
for newsprint and book paper, is 
very quiet. 

Magazine publishers, however, 
are worried about the paper situa- 
tion. Multiple publishers are wor- 
ried about adequate supplies, and 
smaller publishers are concerned 
about prices. Few consider it like- 
ly that any price recession is pos- 
sible through an appeal to OPS. 
The governmental agency appar- 
ently regards higher price levels 
| justified by manufacturing costs. 
| The only way most publishers 
can break even is through higher 
rates, which many fear are likely 
to force some of their advertisers 
to reduce space commitments. 


ported and domestic pulp may take | 


inventory | 


| Metro Adds Three Papers 
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Toni Introduces 
Prom, Competing 
Home Permanent 


New York, Aug. 16—The Toni 
Co. Division of Gillette Safety Ra- 
zor Co., Chicago, announced here 
today it is ready to market Prom, 
a new type of home permanent 
kit, on a national basis. Prom is 
said to provide automatic neutral- 
ization as the hair dries and is 
described as the first home per- 
manent to feature a_ different 
waving lotion for different types 
of hair. 

National advertising for the 
new product will start on Sept. 
27, according to company officials 
who spoke at a press luncheon. 
Prom will be promoted via “Crime 
Photographer,” seen over CBS- 
TV on Thursday evenings, and 
spots on such network radio shows 
as “Alias Jane Doe,” “Nora Drake” 
and “Mystery Singer,” which have 
been used for Toni. 


@ Leading newspapers in nearly 
every major market are also 
scheduled, with a 1,200-line ad 
| being used to start the drive. A 
list of women’s magazines, to be 
determined later, will be used be- 
ginning next spring. 

Prom is said to reduce the work- 
ing time connected with home 
| waving by cutting out the “com- 
plicated neutralization procedure,” 
Priced at $1.50 plus tax, Prom will 
be available in three strengths: 
|regular, for normal hair; supep, 
| for hard-to-wave hair (including 
| children’s), and very gentle, for 
bleached, dyed, tinted or easy-te 
wave hair. 

Prom will be directly competi- 
tive with the Toni wave (which 
requires the neutralization step), 
a situation comparable to the soap 
field, where companies simultae 
neously market soaps and deter 
gents—with the idea that consume 
| ers will pay their money and take 
their choice. 


| 

|@ R.N. W. Harris, Toni Co. presi- 
| dent, said he believed “many wome 
;en will want Prom because they 
| want to try the newest in home 
permanents. At the same timé, 
| however, many will want to con- 
tinue using Toni because so many 
|}of them have had excellent re- 
sults with it over the years. They 
may not want to take a chance on 
la new product. 

| “Frankly, we just don’t know 
| what share of the market Prom 
will get. We believe it wili be con- 
siderable. We feel Toni’s wonder- 
|} ful results and proven leadership 
will keep it in first place. Only 
time will tell what Prom will 


Foote, Cone & Belding is the 
agency. 


Metropolitan Group has added 
the Houston Chronicle, Los An- 
geles Times and Seattle Times to 
its basic group and has named 
William Spierer sales promotion 
manager. Mr. Spierer, formerly 
art director for Metro, succeeds 
| Fred Reinhart, who now works on 
special promotion. With the addi- 
tion of the three papers (the latter 
| two were formerly optional addi- 
|tions), Metro’s basic group now 
| includes 22 cities and its combined 
circulation numbers 14,186,199. 


Iwan to Kohl & Abraham 

Iwan Bros., South Bend, has 
appointed Kohl & Abraham, Chi- 
cago, agency for its hardware line. 
Trade publications and direct mail 
will be used initially. 


Appoints Gray & Rogers 

Gray & Rogers, Philadelphia, has 
been appointed to handle ddvertis- 
ing for Hunt & Winterbotham, 
New York woolens producer. 
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i Tas 


HALL OF SCIENCE eo 


$$389D08d 40 ABNINID 


Everyone who visited the Cen- 
tury of Progress Exposition in 
Chicago in 1933 and 1934 will 
recognize the landmark that was 
the tower on the Hall of Science. 
Rising to a height of 176 feet, its 
sheer lines dominated the ex- 
panse of Exposition buildings. 


Such structures, erected for the 
Exposition, incorporated the 
many important developments in 
architectural design up to 1933. 
They formed a new pattern in 
the development of architecture. 
From the styles set by these build- 
ings much of our design today for 
factory and home draws its in- 
spiration. It is from such achieve- 
ments that progress in any field 
takes its incentive for the future. 


In the present, as in the past, 


Jahn 


and Ollier strives with 


painstaking workmanship to 
maintain consistent high quality 
in photoengravings and offset re- 
productions on which the graphic 
arts field relies. 


JAHN ¢ 


OLLIER 


ENGRAVING COMPANY 


Chicago's largest 
fine photoengraving plant 


COLOR PROCESS, ZINCS, HALFTONES, 
OFFSET REPRODUCTIONS 


817 WEST WASHINGTON BOULEVARD 


CHICAGO 7, ILLINOIS 


call MOnroe 
06-7080 


Estimated TV Set Ownership 
and Gains in 9 Months | 


Estimates by National Broadcasting Co. 


Gain 
Since 
Nov. 1 Oct. 1 July 1 Oct. 1 
City 1949 1950 1951 1950 
Albuquerque 1,400 5,000 9,000 4,000. 
Ames ....... — 19,400 60,000 40,600 
| Atlanta 18,500 62,300 119,000 56,700) 
Baltimore 100,000 222,000 304,000 82,000 
Binghamton 1,000 23,100 40,700 17,600 
Birmingham . 5,700 22,600 57,400 34,800 
Bloomington . 300 9,500 16,800 7,300 
Boston ..... 177,000 525,000 748,000 223,000 
| Buffalo .. 44,100 135,000 207,000 72,000 
Charlotte .. 7,800 28,800 82,600 53,800 
Chicago 266,460 670,000 940,000 270,000 
Cincinnati 42,000 178,000 261,000 83,000 
Cleveland 101,000 315,000 482,000 167,000 
Columbus ..... 19,700 95,000 150,000 55,000 
| Dallas-Fort Worth 10,900 76,800 124,000 47,200 
Davenport-Rock Island 2,900 23,500 58,600 35,100 
Dayton 18,600 95,000 131,000 36,000 
Detroit .. 129,000 331,000 501,000 170,000 
Erie ... 14,000 30,000 49,200 19,200 
Grand Rapids 7,000 38,700 79,400 40,700 
Greensboro 6,500 25,000 70,800 45,800 
Houston 9,000 43,100 82,200 39,100 
Huntington 1,300 24,000 46,100 22,100 
Indianapolis 11,500 70,500 143,000 72,500 
Jacksonville 3,000 20,000 33,000 13,000 
Johnstown 7,800 37,800 101,000 63,200 
Kalamazoo — 17,500 40,600 23,100 
Kansas City 15,800 61,600 125,000 63,400 
Lancaster 16,000 63,700 104,000 40,300 
EE edie — 25,000 55,000 30,000 
Los Angeles . 251,000 690,000 1,002,000 312,000 
| Louisville 13,100 52,400 93,300 40,900 
Memphis 9,900 54,600 87,600 33,000 
Miami ..... 12,000 36,400 75,000 38,600 
Milwaukee : 50,100 161,000 247,000 86,000 
Minn.-St. Paul . 41,300 141,000 269,000 128,000 
Nashville . os 8,500 33,300 24,800 
New Haven 50,300 102,000 163,000 61,000 
| New Orleans . 9,000 37,400 58,600 21,200 
. 4 SA 875,000 1,670,000 2,435,000 765,000 
Norfolk ........ — 33,500 71,600 38,100 
Oklahoma City 11,600 48,200 91,900 43,700 
Gueks ...... ; 7,700 35,300 79,900 44,600 
Philadelphia ... 285,000 600,000 863,000 263,000 | 
Phoenix ’ 100 16,900 38.400 21,500 
Pittsburgh ... 40,000 145,000 310,000 165,000 | 
Providence 17,000 86,900 156,000 69,100 | 
Richmond ...... 16,800 42,500 83,700 41,200 
Rochester 11,300 51,100 84,600 33,500) § 
St. Lewis ........ 57,600 185,000 297,000 112,000 | 
Salt Lake City .. 7,000 27,400 47,500 20,100) § 
San Antonio ..... 200 28,800 47,500 18,700 
San Diego 12,100 58,000 103,000 45,000 | 
San Francisco . 18,000 99,000 204,000 105,000 | 
Schenectady 38,000 107,000 159,000 52,000 | 
Seattle 12,600 43,200 87,500 44,300 
Syracuse 15,100 71,300 124,000 52,700 
Toledo . 25,000 55,000 95,000 40,000 
Tulsa 1,400 43,900 77,200 33,300 | 
a ‘ 3,000 24,800 45,200 20,400 | 
Washington .. 69,600 174,000 270,000 96,000 
Wilmington . 17,300 44,700 72,400 27,700) 
Total .. 3,016,360 8,268,700 13,093,600 4,824,900) 
. s | advertising, and it is expected that | 
Ad Council Readies through this campaign an increas- 
s ing number of companies will par- 
Business Paper Ads {i "" 
In 1949, the council and the 


| to Get Scrap Steel 


| New York, Aug. 14—Faced with | 
the need of channeling 32,500,000 | 
tons of steel scrap to the mills this 
year to insure full production of | 
steel, the Advertising Council will 
| sponsor a steel scrap campaign in| 
business papers starting in Octo- 
ber. James Thomas Chirurg Co. 
| will handle the advertising. 

Howard G. Sawyer, v.p. of 
| Chirurg, has been named super-! 
| visor of all campaign advertising 
}materials. Robert D. Mossman, 
manager of advertising of Jones & 
Laughlin Steel Corp., is coordi- 
nator of the campaign. | 

The campaign is being under- 
taken at the request of the com-| 
mittee on iron and steel scrap of | 
American Iron & Steel Institute 
and the National Production 
Authority. 


e Geared to meet the industry's 
urgent requirements for scrap, the 
campaign will be advanced princi- 
pally through space contributions 
of business and farm papers. Some 
steel companies already are pro- 
moting scrap salvage through their 
regularly scheduled business paper 


| Chirurg agency teamed up to help 


get 1,000,000 tons of steel scrap to! 
the mills in less than three months. | 
The forthcoming campaign is a 
long-term effort tying in with the 
Office of Defense Mobilization's 
plans for 1951 and 1952 steel pro-| 
duction | 
} 
Prudential Names Morris 
Thomas O. Morris Jr., former- | 
ly an account executive with Ruth- | 
rauff & Ryan, and before that v.p. | 
of Botsford, Constantine & Gard- | 
ner, has been appointed director 
of public relations of Prudential 
Insurance Co., Newark. 


To Klau-Van Pietersom | 

Giddings & Lewis Machine Tool | 
Co., Fond du Lac, Wis., manufac- 
turer of horizontal boring, drilling 
and milling machines, has ap- 


| pointed Klau-Van Pietersom-Dun- 


lap Associates, Milwaukee, as its 
agency, effective Oct. 1. 


Corning Media Plan Plant 
Plans are under way for a new 
building to house newspaper and 
radio facilities of Corning Leader 
Inc., Corning, N. Y. The company 
publishes the Corning Leader and 
operates Station WCLI there. 
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KLZ Predicts First Commercial TV Program 
in Denver Will Be Aired on March 1, 1953 


Denver, Aug. 16—Denver’s first 
commercial television program will 
be aired on March 1, 1953, accord- 
ing to Station KLZ. 

The station’s prediction is based 
on the following theoretical time- 
table: 

Sept. 24, 1951—Colorado and 
Wyoming interests favoring the 
present Federal Communications 
Commission TV channel alloca-' 
tion plan will file written argu- 


no appeals are honored). 

Nov. 2, 1952—Construction of 
stations and studios will begin. 

March 1, 1953—First commercial 
telecast will be aired in Denver. 

The station's somewhat optimis- 
tic timetable was published last 
week in Cervi’s Rocky Mountain 
Journal, Denver weekly business 
paper. 

Meanwhile, impatient Denver 
residents have been busy installing 


ments. TV boosters in recent weeks and 
Oct. 15, 1951—Colorado and. now are watching shows televised 
Wyoming interests opposing the| from Omaha and Salt Lake City. 


existing plan will file objections. 

Oct. 29, 1951—Oral arguments | 
from both sides will be presented 
in Washington. 

Feb. 1, 1952—The final alloca- 
tion plan will be announced by the 
FCC. 

February through September, 
1952—New TV station applica- 
tions may be submitted and the 
FCC will conduct hearings on ap- 
plications and study results. 

Oct. 1, 1952—The five “winning” 
TV applicants will be announced. 


Home Hair Coloring Made 
Available to Beauty Shops 


Bymart Inc., maker of Tintair 
home hair coloring, has made the 
product available to beauty salons 
on an “exclusive area” basis. 

Beauty salon operators will sell 
the product at the regular $2 price, 
and will fix their own fees for 
applying it. Bymart will offer a 
co-op ad plan to participating 
' beauty shops. 


Welch Joins Honig-Cooper 

Franklin C. Welch, formerly 
Seattle manager of Vance Shelha- 
mer Advertising, has joined the 
executive staff of Honig-Cooper 
Co. there. 


gw Oct. 1-30, 1952—‘Losers” may 
file appeals. 

Nov. 1, 1952—Final authoriza- 
tion will be announced (providing 


LONG BEACH, CALIFORNIA 


ys 


A HOME PORT FOR THE 
PACIFIC FLEET IS 
JUST ONE REASON WHY 


In less than a year employment at the Navy 
Shipyard has soared to 5,655 skilled civilians 
alone... within a few months tt will be 7 000. 


Your advertising in the PRESS-TELE- 
GRAM goes to over 2 out of 3 Long Beach 


families. No other medium can give your 


message such coverage. 


LONG BEACH AN 
IDEAL TEST MARKET 
Relatively easy control 
of important economic 
factors in this segre- 
gated area will assure 
sound results that can 
be used with confi- 
dence elsewhere 


MORE THAN 2 OUT OF 3 READ THE 


Press-Telegram 


IN LONG BEACH, CALIFORNIA 


National Representative: Cresmer & Woodward, Inc. 
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No . 


Wy 


IS YOUR BEST BET 
IN SOUTH FLORIDA 


ey 
WTvJ 


CHANNEL 4 MIAMI 


COVERS THIS VAST, net 
BIG SPENDING MARKE 


vac. REACHING A PERMANENT 
RESIDENT AUDIENCE OF 
NEARLY 750,000 
A VISITOR 
ARKET OF NEARLY 


2,000,000 
YEARLY 


80,000 


TV SETS IN 
GREATER MIAMI 
(NBC and Dealer Surveys) 


COMPLETE COVERAGE 


, INCLUDES: 
So. PALM BEACH County 
Ft. LAUDERDALE | 
HOLLYWOOD 
GREATER MIAMI 


WTvJ 


CHANNEL 4 
MIAMI 


—— 

atull lime 

TV_STATION 
OAM. to] AM. 


DAYTIME oe y 

) Hunde of $$$ 
ceess 

wea A. sorties. 


CHANNEL 4 
MIAMI 


TIS 


HANNE. 4 wv 
Represented by FREE PETERS 


ELLERY’S NEW KAISER—Seated in the new Kaiser is Lee Bowman, who portrays Ellery 
Queen on the Kaiser-Frazer sponsored TV show over DuMont. Discussing renewal of 
Ellery are Charles Leonard, K-F ad manager (left), and Walter DeMartini, sales v. p. 


Industry Should Spend More on Education, 


| 
| 
| 


Science and Welfare, Planning Group Says 


WasuincTton, Aug. 15—The Na-| pliers, the public generally are 
tional Planning Assn. today issued | predisposed to look with friendly 


|a report by Beardsley Ruml and eyes on its activities, to be recep- 


| purposes. 


| 
| 
| 


\ 


Theodore Geiger, calling on indus- 
try to step up its expenditures for | 
| educational, scientific and welfare 


| tive to its products and services, 


fers, because by 

constructive and dramatic 5% 
Calling attention to the 5% tax | program, it has successfully met 
| deduction permitted for these pur- one of the public’s main tests of 


carrying out a 


| poses, Mr. Rum! and Mr. Geiger|its social usefulness and good| 
pointed to vast public relations| citizenship.” 

benefits available for a small out- | 

lay of corporate funds. @ Warning that 1951's 5% must 


Yet at present, the report says, 
expenditures for these purposes 
are only 0.8% of net earnings. Un-| company to form non-profit sub- 
der present excess profits taxes,|sidiaries to plan and administer 
the report says, companies some-j| funds which are to be available. 
times can reclaim three tax dol- | “The Five Per Cent,” planning 
lars for each of its own dollars! pamphlet No. 73, is available from 
spent for educational, scientific| National Planning Assn., 800 21st 
and welfare purposes. im Washington, for 50¢. 
= Moreover, it says, there are im-| Douglas Labs Appoints Koehl 
portant dividends available in the Douglas Labs, Miami, has 
form of good will, “an inside track” | switched its account from Charles 


to bright young college graduates| Anthony Gross Advertising to 
and new research ideas. Koehl, Landis & Landan. The com- 


Mr. Ruml, in a preview of the erred produces Coppertone suntan 
report Monday, at the American | semnees 


be claimed by Jan. 1, the report 
suggests immediate steps for each 


j 


|} to 1949 paid top management by 


|the 45 
widely,’ 


to respond to its merchandising of- | 


| 


| 


| machinery, automobiles, 


Top Officials’ Pay 
Rose 75% from 1940 
to ‘49, Study Shows 


New York, Aug. 15—Compen- 
sation of top management showed 
a gain of 75% from 1940 to 1949, 
according to an analysis by the 
National Industrial Conference 
Board, whose study included data 
on the three highest paid execu- 
tives in each of 567 companies rep- 
resenting 45 different industries. 

The average increase from 1940 


industry groups “varied 
’ the report states. Six ra- 
'dio and TV set manufacturers 
showed the largest average in- 
crease—276%. 

The second largest increase, 
201%, was reported by eight man- 
ufacturers of textile fabrics. Nine 
other industries showed average 
j increases of 100% or more. They 
were: air lines, department stores, 
aircraft, breweries, agricultural 
hosiery, 
rubber products and auto parts. 

Despite increases in the average 
j}aggregate payments to manage- 
ment, payments in 1949 amounted 
| to less than 1¢ of the average sales 
| dollar in all but nine of the 45 
industries studied. In all but one, 
the per cent of saies paid to man- 


| agement was the same or less than 


the proportion paid in 1940. 


Clark Agency Moves 

Following a tendency among 
Denver agencies to abandon 
crowded downtown areas for more 
residential sections, Harold Walter 
Clark Inc. has left its central lo- 
cation for the former Kent School 
for Girls building at 933 Sherman 
St. Clark took over the school’s 
auditorium and had the room par- 
titioned and decorated to suit its 
business needs. 


O'Neil, Larson Appointed 

Electric Steam Radiator Corp., 
Paris, Ky., has appointed O'Neil, 
Larson & McMahon, Chicago, to 
handle its advertising. The ac- 
count, which uses magazines, 
newspapers, radio and television, 
was formerly serviced by Associ- 
ated Advertising Agency. 


Public Relations Assn. here, 
stressed that the 5% is in addi-| 
tion to the regular advertising ex- | 
penditures available to the om | 
pany. 

On the other hand, he pointed | 
out that certain types of public} 9% 
service advertising might be} 4 
charged to the 5%, instead of to} ¥ 
the regular advertising budget. As| 7) 
an example, he said a company | 
might choose to underwrite the 4 
advertising campaign of the local| © 
community chest. 


products. 


es For the most part, the National 
Planning Assn. report stresses the 
need for an “organized and sus-| % 
tained” 5% program. It suggests 
that company officials concerned | ~~ 
with sales promotion, acvertising 
and public relations have a major | 
role in devising the program. 
Among the programs cited by % 
the report are these: rs 
Ford Motor Co.’s_ scholarship “= 
i 


publishers, 


program for children of employes; | | 


Sears, Roebuck’s undergraduate 


WHAT WE DO 


First we find the facts in the market for your type of 


Then we assist management executives and department 
“4 heads in developing better advertising and merchan- 
~ __ dising methods to produce better sales. 


In the field we operate with a survey staff of more 
y than 400 trained interviewers. 
cities and many small city, town and farm communities. 


In the past 10 years nore than 130 manufacturers, 
advertising agencies and other business 
firms have employed our experience and facilities. 


These are examples of problems to which we have been 
assigned by many different types of businesses: 


Market surveys — Measuring market potentials — 


They cover all major 


scholarships at agricultural schools; | 5% Pricing — Developing new products — Testing 
——— age a ay oe pore sales areas — Building distribution — Testing 

am SS Coe Vem, Se) advertising — Employing sales (— 

R. H. Macy’s contribution for} 9 00 St at naar nes Sales | 


planting of cherry trees in Cen- 
tral Park, New York. 


se “Large, well organized contri- | 
butions have disproportionately | 
greater effects, because they are 
more efficient, dramatic and de- 
cisive than smaller ones,” the re- | 
port points out. 

“They create a highly favorable 
atmosphere for the corporation, 
within which its business activities 
—for example, sales promotion and 
labor relations—have a better | 
chance of being successful. 

“Consumers, employes, iia 


training — Sales analysis —Re-designing products 


In these rapidly changing and uncertain times it is 
more urgent than ever to bring your facts up-to-date 
on every important marketing policy question. 


Facts are the new cutting edge of experience 


C. C. CHAPELLE COMPANY 


Management Consultants in Marketing 
308 W. Washington St. + Chicago 6, Ill. + CEntral 6-8814 
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Ideas like fish are hard to 
land. But here's a real idea— 
let Pontiac help you! We 
have an organization full of 
practical ideas with the per- 
sonnel and ability to follow 
thru to completion. For 
instance, we've had 40 years 
experience in providing the 
advertising profession with 
artwork, photography, ad 
setting, photoengraving, color 
process, and electrotyping! 
Call us when you're fishing 
for ideas, you'll be pleased 
with our abilities, and the 
courteous cooperative 
attention we'll give 
your problem. 


ENGRa VINGs 
TYPOGRAPHY 
pry 
OGRA 
pro UNIFIED 


eects KP"? SERVICES 


ontiac 


Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 


HA ymarket 1-1000 © Chicago 7, Illinois 


Agency Job Openings Vary in 5 Cities, 
But Stenos Are Sought Everywhere 


(Continued from Page 1) 
time, and practically impossible 
to find a position on the West 
Coast at the eastern pay scale. 


es But stenographers and clerical 
|help with experience can practi- 
cally write their own tickets in 
any of the major advertising cen- 
ters. 

Typical comments: “Clerical 
{help is almost non-existent in 
Philadelphia because outside in- 
|dustry is outbidding advertising 
| agencies”; “the shortage in cleri- 
cal help in Detroit is particularly 
acute and salaries have been raised 
substantially to attract and keep 
gals”; “good secretaries in Los An- 
geles command a minimum of $250 


land placement counselor about 
supplying agencies with stenogra- 
phers, she just waved her hands 
in despair”; “if I could find all the 
secretaries I could place in Chi- 
cago today, I could retire.” 

The most discouraging area for 
admen is southern California. Ap- 
parently the prospect of living in 
the sunshine, basking on the beach 
| and skiing in the high Sierras has 
eset so many admen that “job 
| 
| 
| 


seekers still outnumber available 
jobs, and this applies to all types 
| of jobs, particularly in the execu- 
tive class.” 

s Mildred Heredeen Agency peo- 
ple told Phil Seitz that ‘our big- 
gest difficulty is with advertising 
executives who want eastern sala- 


ries—they just aren't paid here.” 
A. W. Neally, v.p. of Batten, 
Barton, Durstine & Osborn, Los 


Angeles, agreed that openings ap- 


monthly”; “when I asked a Cleve-| 


| pear infrequently, since there are 


relatively few large accounts and 
little movement of them. 

In Los Angeles and Hollywood 
agency executives who are well 
treated tend to stay where they 
are because they know that em- 
ployment opportunities are limited 
and that there is little difference 
in compensation for comparable 
jobs. 

Next to Los Angeles, Philadel-| 
phia and Chicago seem to be the 
cities where admen will find most 
difficulty in making a change. 


e In Philadelphia, “top advertis- 
ing positions are rarely open, and 
candidates for them are scarce.) 
Price seems most important.” 

Allen Sommers reports that! 
“media, production, traffic and| 
clerical jobs crop up more often, | 
but experienced help frequently 
is not available.” C. J. Johnson of 
Philadelphia’s Advertising Person- | 
nel Bureau said that the number| 
of top agency positions available | 
reached the lowest ebb last month. 
And he added that there are many | 
ad people who would change their | 
jobs for higher pay—if higher pay- | 
ing jobs were available. | 

Mabel Robertson of Buttrick &| 
Megary said that executive jobs 
in agencies are scarce, but so are} 
applicants for them—and the ap-| 
plicants are interested only in top| 
salaries. 


@ Many “routine” ad jobs have 
been open recently, she said, but} 
applicants are hard to find. And} 
Harry Brisk of Accredited Person- | 
nel agreed that it is difficult to} 
find enough qualified people to! 


JIFFY INSULATED BAGS carry a 


terrific sales punch for jobbers and 


retailers of boxed chocolates. They 


point the way to greater all year 


‘round sales of chocolates. 


| $8,500, 


fill such jobs. 

In Chicago, agencies generally 
seem to have few openings at the 
present time. In some cases they 
are reducing staffs. An experi- 
enced man will find that he has 
no difficulty in locating advertis- 
ing positions, but most of them 
are with consumer or industrial 
advertisers or are located in other 
midwestern cities. Junior agency 
executives are particularly plenti- 
ful and such positions equally 
scarce. 

George Williams, who handles 
placements in the advertising and 
publishing fields, told AA that 
August has been an unusually 
active period this year. However, 
he added that most of the openings 
he is called on to fill are in such 
cities as Milwaukee, Cleveland, St. 
Louis, Detroit and Cincinnati, or 
in smaller markets. 


|@ According to Mr. Williams, no 


particular type of experience is 


in special demand. There are, 
however, many calls for space 
salesmen and editors—but not in 
Chicago. 


There are openings for package 
goods specialists, account and con- 
tact men, artists—practically all 


types of advertising positions. And, | 
almost without exception, salaries | 


are in the $8,000 to $15,000 range. 
Age, incidentally, no longer 
seems to be a barrier. While larg- 


er companies, as a rule, still want | 


younger men, agencies and smaller 
companies in many cases will con- 
sider men up to 55 years of age. 
The head of a medium-size Chi- 
cago agency told AA that the 
salary scale on all types of agency 
jobs has 
past year. 


e Junior copywriters with four or 
five years of postwar experience 
and who are in the average-to- 
promising group, now demand 
salaries ranging from $6,500 to 
although they may have 
been in the $4,000 to $6,000 brack- 
et two years ago. 

“The experienced writers—able, 
alert, creative people with some 
prewar background and some 
breadth of experience—now have 
moved into the $9,000 to $11,000 
range,” he said. “And the top copy 
chiefs and account executives with 
from 15 to 20 years of experience,” 
he added, “now ask $12,000 to 
$20,000 and more.” 

He said that while bonus plans 
and retirement plans seem to be 


moved upward in the’ 


LEG ART—This is one of the dealer aids 
Bover & Black will use to support its 


non-discoloring nylon elastic stockings 


(AA, Aug. 13). 


important factors in keeping men 
in their present positions, the same 
men look only for the sum actually 
in the paycheck when they are 
thinking of a move. 


@ The personnel chief of a large 
Four A’s agency said that, while 
| his agency still has many appli- 
cants for jobs, it is more difficult 
|to find the type of person he is 
looking for—particularly the sten- 
ographic and secretarial help. 
The movement from agency to 
|agency reported in New York is 
not so noticeable in Chicago, he 


declared. Compared to 1946-47, 
the business has become more 
stable, more settled. 


He admitted that most agency 
men seem to feel that they could 
earn more elsewhere but that they 
are reluctant—in Chicago at least 
—to make the move. One of the 
reasons, in his opinion, was that 
many agency men did shift a year 
or two or three ago and many of 
them were stung. As a result, 
those who remain behind are more 
cautious. 


e As for salary increases, he ex- 
pressed the opinion that agency 
salaries have not been boosted 
more than the salaries of union 
groups or other workers—on a 
percentage basis, at least. 

The head of the Chicago office 
of another Four A’s agency said 
that while employment opportuni- 
ties in the higher echelon of agen- 
cy jobs are not unlimited, there 
still is some movement from agen- 
cy to agency. However, the shifts, 
he felt, were those that could 
normally be expected. 

“My hardest job,” he confided to 


HEINN’S Customer Roster Reads 
Like an Industrial Directory 


Preference by America’s 


industrial 


--—— 


Write us for full information on 
how to set up “Mail Order Head- 


quarters” in every retail outlet. 


Write for information 


Jiffyp MANUFACTURING 60. 


360 FLORENCE AVENUE HILLSIDE, W. J. 


leaders has made Heinn the leader in 
its own field. Heinn leadership grows 
out of the sales results you can expect 
with binders that look better because 
of exclusive Protecto Process emboss- 
ing — binders that always work 
smoothly and stand up under the 


hardest use and abuse. No matter typify 
what kind of loose-leaf system you hundreds 


eustom- 
produced 
by Heinn, 


CATALOG COVERS @ PRICE AND PARTS BOOKS e@ SALES 
AND INSTRUCTION MANUALS @ PROPOSAL COVERS 


@ PLASTIC TAs INDEXES 

THE HEINN COMPANY 
: 320 WEST FLORIDA STREET 
J +esMILWAUKEE 4, WISCONSIN 


oF tHe Loose-leaf SYSTEM OF CATALOGING 


use or have under consideration, ask 
for the complete Heinn story. 
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AA, “has been to find an office 
boy. I admit, we’re a bit fussy 
about the type of person we want 
and we can't compete with some 
of the factory salaries, but we like 
to move our people up—to have 
them grow and develop as part 
of the organization. And yet, we 
can't find people who are willing 
to start at the bottom of the lad- 
der.” 


s The spokesman for still another 
agency seemed somewhat con- 
cerned over the “decreased mobil- 
ity” in the agency field. “The flow 
of people from the smaller cities 
to Chicago and then to New York 
seems to have slowed,” he de- 
clared. 

“Agency people seem to be re- 
luctant to leave the small city— 
with its lower living costs—in 
order to come to Chicago. At the 
same time,” he added, “there seems 
to be more hesitancy for Chicago- 
ans to move to responsible posi- 
tions in smaller towns. Everyone 


we 


Last Minute News Flashes 


Lentheric Starts Drive for Sheer Beauty 


New York, Aug. 17—Lentheric Inc. next month will launch a na- 
tional campaign for Sheer Beauty, its new makeup line, following com- 
pletion of national distribution. Newspaper insertions of approxi- 
mately half a page will be used in key cities, plus a trade campaign 
and color pages in October and November issues of Harper’s Bazaar 
and Vogue. Co-op advertising is planned. Also beginning in January, 
Cunningham & Walsh, the Lentheric agency, has scheduled monthly 
ads in an extensive list of women’s magazines. 


Ballantine Features Writers in ‘Life’ Ads 


Newark, Aug. 17—P. Ballantine & Sons starts its new campaign in 
Life (Aug. 20) with copy on the bleed spread reading: “How would | 
you put a glass of Ballantine ale into words?” James A. Michener does 
so in the current insertion. Succeeding ads, scheduled only in Life, 
will feature other writers, and their pictures by Karsh, answering aad 
same question. J. Walter Thompson Co., New York, is handling. 


|WIP Names Brent: Johnston Is WBBM S. M. 


i 

PHILADELPHIA, Aug. 17—Station WIP has appointed Ralf Brent di- | 
rector of sales. Mr. Brent formerly held a similar position at Station 
WBB\, Chicago. C. Gilman Johnston, currently with CBS Radio Sales | 
in New York and previously national sales manager of Station KMOX, | 
St. Louis, will join Station WBBM as sales manager on Sept. 1. 


GIFT LINE—Having secured metallic foil 


| packages and wraps before the April 30 


freeze on these materials, Max Factor, 

Hollywood, will feature these gift pack- 

ages in pink and rose in the packaging 

of its 1951 Christmas line. The line will 

be promoted with magazine ads in 
December. 


. 4 . ’ 
seems to Want to hang on to what) Ruppert Signs ‘Candid Camera’; Other Late News | 
he has.” e Jacob Ruppert Brewery, New York, will sponsor “Candid Camera” | 
|on WJZ-TV, Monday, Wednesday and Friday starting Aug. 27 for| 
s Detroit advertising agencies re-| the next year. The show will also be sponsored in Boston, with Rup- 


quate personnel and a real lack of 


dropped “Broadway Open House” Aug. 24. Biow Co. is the agency. 


| 

port a growing shortage of ade-| pert interested in other cities as time becomes available. Ruppert | 
' 

| 


experienced workers of all types. 

One agency head told Miller 
Hollingsworth that companies are 
now paying for the wartime cut- 
backs, when they hired no new 
faces and trained few people. 
Several agencies, in fact, have now 
resorted to their own training 
programs. 


Practically all Detroit agencies | Mrs. Lucile D. Kirk, executive editor of School & College Management,| newspapers and two publishing | 


e Kellogg Co. has signed as the third participating sponsor of NBC’s 
|“All Star Revue,” a new comedy TV show starting Sept. 8. Kellogg 
| joins Pet Milk Sales Corp. and Snow Crop Marketers division of 
| Clinton Foods as sponsors. Kenyon & Eckhardt is the agency for) 
Kellogg. 


e Parents’ Institute has sold School & College Management to Amer- 
| ican School Publishing Corp., New York. The new owner will combine | 
| the magazine with its School Executive and School Equipment News. | 


Shuberts File 


Anti-Trust Suit 
Against Dailies 


New York, Aug. 17—Eight the- 
ater owners—corporations con- 
trolled by Lee and J. J. Shubert— 
have filed an anti-trust action in 
federal court here charging five 


have openings in all departments.) will for the present remain with the institute in an editorial capacity.| corporations with discrimination 


Experienced public relations men 
seem to be especially hard to ob- 
tain and raiding in this field is in 
evidence. 

The situation is very similar in 
Cleveland. William B. Wright, v.p. 
of Fuller & Smith & Ross, informed 
Noel Wical that “as in New York, 


we have a shortage of competent | 


agency personnel, particularly the 
well-rounded, seasoned advertis- 
ing man worth from $7,000 to $15,- 
000. In Cleveland,” he said, “agen- 


cy setups usually require the con-| 


tact man also to be the creative 
man and it is hard to find an all- 
round man with merchandising ex- 
perience in the appliance field or 
in heavy machinery.” 


s Ted Morris, v.p. of Meldrum & 
Fewsmith, said: “It’s the same as 
a year ago. Good people are scarce. 
We've had trouble getting top- 
notch men, although we are more 
fortunate than some in the TV 
writing field.” 

Jobs currently going begging in 
Cleveland include a $400-a-month 
position as a technical trade pub- 
lication writer; a similar $275 
“junior” job; a newspaper adver- 
tising copywriter; a $10,000 agency 
copy chief position; a $500-a- 
month market research job, and 
two $500 to $600 travel advertising 
copywriter positions. 


es In conversations with a variety 
of persons familiar with the cur- 
rent situation the fact that steno- 
graphic positions in advertising 
agencies pay something less than 
the top salaries was emphasized 
repeatedly. However, the pros- 
pects of meeting an eligible young 
account executive and working 
and living in a presumably glam- 
orous atmosphere still have a cer- 
tain appeal to the younger and 
more capable stenos. As a result, 
they are not entirely unwilling to 
accept the slightly lower salaries 
offered by agencies. 


WPIX Hikes Rates 


TV Station WPIX, New York, 
will increase its “A” and “B” time 
rates by 25%, effective Sept. 15. 
Under the new schedule, “A” time 
(Sunday through Saturday, 7 p.m. 
to 10:30 p.m.) will go from $1,200 
to $1,500 for the basic one hour. 
“B” time (Sunday through Satur- 
day, 5:30 p.m. to 7 p.m., 10:30 p.m. 
to 11 p.m., and Sunday, noon to 
7 p.m.) will go from $900 to $1,125. 


mT 


| 
le Buchanan & Co., New York, has been reappointed as agency for | 


| the Ist Army. A new campaign is being readied to break early in | 
September in newspapers, radio, car cards and outdoor. } 
| @ Motor, Car & Truck Dealer Monthly, published by Hearst Magazines | 
Inc., New York, has become a member of Associated Business Pub- 
lications. 


e@ William T. Stringfellow, formerly an artist with McGraw-Hill, has 
| joined Collier’s sales promotion staff. 


, : | 
@ Donald M. Kerr has resigned as v.p. and director of trade relations | 
of Better Living to organize his business in the field of national sales | 


| representation of non-food items to food stores 


e George Finley, Howard Hayward and Karl K. Klimcheck have 
joined the sales staff of WPIX, New York. Mr. Finley was formerly 


Co., and Mr. Klimcheck with Compton Advertising. 


e@ Stephen Beard, formerly merchandising manager of Tracy-Locke, 
Dallas agency, has joined the Dallas office of John Blair & Co. as a 
salesman. Station XELD-TV, Brownsville, Tex., and Matamoras, Mexi- 
co, has named Blair-TV as its representative. The station starts oper- 
ation Sept. 1. 


e Lorin S. Myers, formerly with NBC-TV’s sales promotion division, 
has joined the CBS Television Division as market research counsel. 


e Eugene E. Blackwell joins McCann-Erickson, Chicago, today as 
manager of sales promotion. He was formerly assistant ad manager 
of Hoover Co. 


e Libby, McNeill & Libby, through Foote, Cone & Belding, has signed 
for a one-minute spot on the middle half-hour of “Show of Shows” 
on NBC-TV, promoting pineapple products. Libby’s sponsorship of the 
Sid Caesar show, for 39 weeks starting Sept. 8, replaces Minnesota 
Mining & Mfg. Co. 


e Charles Antell Inc. has appointed Dorland Inc., New York, as 
agency for all printed media on Formula No. 9 hair and scalp treat- 
ment. National distribution is in progress for the product, which will 
be retailed in drug and department stores. Detroit, Philadelphia and 
Washington dre among the first cities carrying the product. A news- 
paper campaign is planned by Dorland. Radio and TV advertising is 


with The American Weekly, Mr. Hayward with Bill Bros. seeming | 


in selling advertising space. The 
case apparently involves differ- 
ences on amusement and realty ad- 
vertising rates. 

The complaint charges that in 
the last ten years defendants en- 
gaged in a continuing conspiracy 
in restraint of trade and commerce 
“in that they adopted a plan 
whereby they deny and refuse to 
sell advertising space to the plain- 
tiffs.” 

It is also charged that defen- 
dants “have agreed to sell amuse- 
ment advertising space to other in- 
dividual producers of theatrical at- 
ractions to the exclusion of the 
plaintiffs.” 


@ Named as defendants are: New 
York Daily News, New York 
Times, New York Herald Tribune, 
Hearst Corp., New York Journal- 
American, Hearst Consolidated 
Publications and New York Post. 

The effect of the alleged con- 
spiracy, the complaint charges, is 
to deprive the plaintiffs of an im- 
portant means of furthering their 
business activities. 

The complaint does not ask for 
damages, only reasonable attorney 
fees. The court is asked to enjoin 
defendants permanently from con- 
tinuing the alleged agreement in 


Radio Reps Ask 
NARTB to Fight 
Nets’ Spot Sales 


Wasnincton, Aug. 17—Harold 
Fellows, president of the National 
Assn. of Radio and Television 
Broadcasters, today answered a 
letter from the National Assn. of 
Radio and TV Representatives 
urging NARTB to oppose efforts 
| of networks to cut into spot rev- 
| enue. 

| He refused to make his reply 
public. 

The unpleasant issue was 
dumped in his lap last week by 
an open letter from Murray Grab- 
|}horn, managing director for the 
| representatives’ organization, who 
contended that networks are ag- 
gressors in an “incredible and un- 
necessary” debasement of radio. 

Reports that National Broadcast- 
ing Co. will sell announcements as 
part of its identification chimes are 
the latest evidence that networks 
intend to invade the national spot 
announcement business, Mr. Grab- 
horn said. 


a At the time the letter was 
mailed, he released it to the press, 
He told Mr. Fellows he would 
welcome his doing the same with 
the reply. 

“While refusing to allow sta 
tions to sell full minute announcé} 
ments between network commere 
| cial and sustaining programs, NBC 
through the chimes proposal seems 
| to be able to find a way to give ite 
| self more time for announcement§, 
if sold by the network,” Mr. Grabe 
horn wrote. 

“How much longer will stations 
permit their national spot 70% 
dollars to be diverted into network 
announcement 30% dollars? 

“Competitive media have never 
hurt radio as radio is hurting ite 
self,” Mr. Grabhorn contended. 

“Impairment of the integrity of 
network rate cards, the receng 
ruthless open rate cuts and now 
the increasing devices such ag 
tandem plan, pyramid plan, fives 
minute segments without regard te 
a station's program structure, and 
other subterfuges to broadcast nets 
work announcements—contrary to 
original and forthright concepts of 
network broadcasting—stamp the 
networks as the aggressors in this 
incredible and unnecessary radio 
debasement.” 


NBC MULLS CHIMES SALE 
New York, Aug. 16—The ques- 
tion of whether or not NBC will 
sell a six-second time spot within 
}its famous radio chimes is still 
| being debated by the network's top 
| executives, 
Despite heated complaints from 


the sale of amusemert space, and | 
to sell space to plaintiffs at rates | the National Assn. of Radio & Tele- 
“which will provide plaintiffs with | vision Station Representatives, 
the same financial advantages en-| the network reports favorable re- 
joyed by other advertisers who| sponse from stations which are 


being handled by Television Advertising Associates, Baltimore. 


‘Charm,’ ‘Time’ Boost Rates 


| Charm will raise its advertising 
| rates effective with the February 
| issue. New rates will be based on 
| $2,350 per b&w page as compared 
with the present $2,050. The in- 
crease stems from “constantly in- 
creasing production, material and 
distribution costs.” Effective with 
the issue of Feb. 4, Time will in- 
crease the cost of a b&w page 
from $6,750 to $7,350. The maga- 
| zine, which cited increased costs 
as the reason for revising rates, 
said its circulation base would re- 
main at 1,600,000. 


| 


Fight Seen Via DuMont 


The National Nielsen-Ratings of 
Top TV Shows, in the Aug. 13 
issue of AA, listed the Charles- 
Walcott fight as carried by CBS 
whereas DuMont was actually the 
network. 


‘Vogue’ Increases Rates 

Effective with the Feb. 1 issue, 
Vogue will increase its bkw page 
rates from $3,000 to $3,200 and its| 
four-color charge from $4,200 to} 
$4,500.. “Steady increases in the | 
cost of production, labor, paper 
and materials” 
change, it was said. | 
Minnesota Names Melamed | 

Melamed-Hobbs, St. Paul, has 
been awarded the account of the! 
State of Minnesota department of 
business research and develop- 
ment. David Inc. is the former 
agency. 


Pepler Joins Rogers Plastics 

Arthur G. Pepler, formerly on 
the sales staff of Dow Chemical 
Co. of Canada, has been appointed 
sales manager of Rogers Plastics 
| (Canada), Rawdon, Que. 


purchase the same quantity of ad- 
vertising space.” 


s Newspaper practice generally, 
according to the New York Times, 
“is to make theatrical advertising 
contracts only with a producer who 
owns at least 51% of a production, 
but similar contracts are not made 


caused the rate| With owners or operators of thea-| tion): 
t 


ers who are considered in the real- 
ty business.” Most newspapers 
have different rates for amuse- 


ment and realty advertising. 

Corporations controlled by the Shu- 
berts include: Trebuhs Realty Co., own- 
er and operator of the Winter Garden, 
Broadway and Century theaters; Select 
Theaters Corp., National and Plymouth 
theaters; Select Operating Corp., Imperial 
theater; Barrymore Theater Corp., Ethel 
Barrymore theater, and Central Theaters 
Leasing & Construction Co., Booth and 
Shubert theaters. 

Also: Affiliated Theater Building Co., 
Broadhurst theater; 138 W. 48th St. The- 
ater Co., Cort and St. James theaters, and 
Magoro Corp., Majestic, Golden and Roy- 
ale theaters. 


|eager to revive advertisers’ in- 
terest in radio. 

Two major points seem to be de- 
laying a final decision: (1) Will 
| this cheapen the NBC trademark? 
(2) How much of the time should 

| be sold to a single advertiser? 
| Still first in line as would-be 
| purchasers (in order of applica- 
Lever Bros. Co. Lucky 

Strike, and Procter & Gamble 


| Senft Joins Bolling Co. 


Paul Senft, formerly with Bat- 
ten, Barton, Durstine & Osborn and 
George P. Hollingbery Co., has 
joined Bolling Co. New York, 
radio and TV station representa- 
tive. Mr. Senft is an account ex- 
ecutive. 


Sierer Named S. M. of WRNL 

Joseph H. Sierer, local sales 
manager of Station WRNL, Rich- 
mond, Va., has been promoted to 
general sales manager. 
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Overseas Information Program Seems 
to Do Well But It's Hard to Prove 


Many Research Projects 
Help State Department 
Reach Right Audiences 


(Second of two articles by Stanley 
Cohen, Washington editor.) 
WASHINGTON, Aug. 15—When it 

comes to evaluating the effective- 

ness of America’s overseas infor- 


mation program (AA, Aug. 13), 
almost anyone can elect himself an 
expert 


Columnist John Crosby arrived 
in Paris, and within hours was 
qualified to tell his readers that 
it is easy to know when the Voice 
of America is on the French na- 
tional network. Radios click off all 
over town. 

Other brickbats reach congress- 
men from constituents with rela- 


The COURIER-EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


is that in ad- 
dition toe outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known feature 
writers and leading comies. 


OUTSTANDING WRITERS 


Drew Pearson Josephine Lowman 
Bugs Boer 

Robert C. Ruark 
Eleanor Roosevelt 
Hedda Hopper 


Alice Hughes 


Walter Lippman 
Ea Sullivan 
Joseph and 
Stewart Alsop 
Henry McLemore 


THE PROOF is found in 
the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend, 

* 290,348 ABC Audit, 9/30/50 


COLOR 
for Greater Selling Power 


Full color (two, three or four) 
available weekdays ... black 
plus one color, Sundays. 


BUFFALO’ 
COURIER 
EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 


REPRESENTATIVES 
SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 


| oppositionist 


tives in all parts of the world. | 
Many a letter says Voice pro- 
grams are bad: they say the wrong | 
thing, the wrong way, or with the 
wrong inflection. 

Who knows? 

Assistant Secretary of State Ed 
Barrett, who has charge of top 
policy for the program, has no 
sales curve to prove results. 


@ On the other hand, it is evident 
that Crosby's report was based on 
limited experi- 
ence. And there 
are many in- 
stances where 
letters to con- 
gressmen come 
from people who 
have an axe to 
grind. 

In general, in- 
formed members 
of Congress feel 
that the State De- 
partment’s Inter- 
national Information and Educa- 
tional Exchange program (IIEE) 
is a fairly successful operation. 

In the continuing battle over its 
appropriations, IIEE gets substan- 
tial support from almost every 
congressman who has taken the 
trouble to visit its offices, and 
particularly those congressmen 
who broadcast regularly over its 
shortwave facilities. 


Ed Barrett 


e Among those familiar with 
IIEE, criticism is aimed chiefly at 
the amount of administrative red 
tape sapping the energy of the men 
on the firing line. 

In recent months, IIEE has been 
under the eagle eye of the House 
appropriations committee. Investi- 
gators who went abroad for in- 
formation report that the manage- 
ment of the French and Italian 


national radio services expressed 


complete’ satisfaction with the 
material the Voice supplies for | 
rebroadcast. | 

| 


On the other hand, investigators 
turned up disturbing examples of 
administrative inertia. An urgent | 
program for construction of six! 
transmitters gathered dust until 
the National Security Council | 
handed State Department a dead- | 
line. On another occasion, the in- 
ternational broadcast division had | 
to wait 72 days before State De-| 
partment’s purchasing organiza- 
tion authorized procurement of an | 
urgently needed repair part for 
a transmitter. 


# At the insistence of its congres- | 
sional friends, IIEE is in the pro-| 
cess of cleaning house. To this end, 
a strong general manager's office | 
has been set up, under Thurman | 
Barnard, v.p. of Compton Adver- 
tising, who has taken a start- 
ling cut in pay in order to do this 
job. 

One reason IIEE is under fire 
is that there are confused ideas 
about its function. Some people 
expect it to inspire armed revolt 
behind the Iron Curtain. Others 
tune in on programs which have 
been deliberately pitched beneath 
their level of sophistication. 

Actually, IEE has a worldwide 
mission. Behind the Iron Curtain, 
it plants seeds of doubt, encourages 
forces, provides as- 
surance that there is a better life 
which may some day be available 
to all who resist communist im- 
perialism. In_ friendly nations 
which have active communist 
units, IIEE talks back to the com- 
munist propagandists and dissemi- 
nates information about the U. S. 
and its policies. Everywhere, IIEE 
speaks for America, trying in any 
way at its disposal to demonstrate 
that this is a peace loving nation 


‘seeking only a world free of ag- 


ENRAPT—These movie-goers ore watching o U. S. Information Service film in Rion, 
Greece, a small army garrison town. 


gression. 
IIEE has a tough competitor. 
U.S. officials in Berlin estimate 


that the Reds are spending a min- 
imum of $200,000,000 in Berlin 
alone to attract German youth. 


@ During the current fiscal year, 
the total budget approved for 
IIEE by the House of Representa- 
tives is $85,000,000. Of this $25,- 
000,000 is for radio—a $9,000,000 
increaSe over the fund available 
in the fiscal year which ended 
June 30. Next largest item is for 
motion pictures, then press and 
publications, exchange of persons, 
and finally libraries and exhibi- 
tions. 

IIEE not the only string in 
Uncle Sam's bow, however. Along- 
side it is the Economic Coopera- 
tion Administration, with a $16,- 
000,000 overseas information pro- 
gram, and HICOG, a special $3,- 
000,000 information program for 
Germany and Austria. 

Also on the team is Radio Free 
Europe, privately operated by 
Americans who are cooperating in 
broadcasts from Berlin to the peo- 
ples behind the Iron Curtain. 


is 


e This multiplicity of commands 
disturbs many friends of the pro- 
gram, including Sen. William Ben- 
ton (D., Conn.), who actively di- 
rected international information 
while serving as assistant secre- 
tary of state. Some have proposed 
an independent agency for all 
| overseas information. But only last 
| week, the Bureau of the Budget 
released a Brookings Institution 
study holding that international 
information should remain in the 
Department of State. 


While it is not touching off 
abortive revolutions behind the 
Iron Curtain, and it is not entirely 
drowning out Moscow Radio, IIEE 
is having a tidy share of results. 

A few days ago, as Sen. Karl 
E. Mundt (R., S. D.) recently told 
his colleagues, 12 Polish sailors 
mutinied against their officers and 
the remainder of the crew, and 
sailed their ship to the sanctuary of 
Swedish waters. Next day, four 
young Polish boys reached Sweden 
in a bullet riddled aircraft, which 
was literally contrived from bail- 
ing wire and orange crates. 


e Hundreds who have heard the 
Voice risked their lives to escape 
through the Iron Curtain, Sen. 
Mundt reminded the Senate. And 
from them we know there are un- 
known numbers of others who 
have heard the broadcasts and de- 
termined to remain at home to 
make their stand. 

From the Russians themselves 
comes impressive evidence that 
IIEE activities must be hurting: 
Their ranting against the Voice; 
their willingness to run articles 
and cartoons in Pravda answering 
it; the fact that they tie up over 
1,000 radio transmitters just to try 


to prevent Voice signals from 
reaching their people. 

Sometimes there is more con- 
crete evidence. Recently, Radio 


Kubyshev reported 12 workers had 
been given sentences ranging from 
imprisonment to death for sabo- 
taging production. Several were 
accused of listening to the Voice. 


e In all, there are some 31 coun- 
tries rated as “critical’’—areas 
which have succumbed to commu- 
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nist aggression or are in danger of 
being over-run. In many of these 
areas, ITEE must measure its re- 
sults from the “ouches,” and from 
techniques which are better left 
undisclosed. 

In the so-called “vulnerable 
areas”—strategically situated na- 
tions friendly to the U. S., State 
Department actively uses research 
and evaluation procedures which 
would be standard practice in any 
good sales organization. 

One of the major steps under 
way in the strengthened general 
manager's office is the develop- 
ment of centralized control over 
research and evaluation. In charge 
of this phase of the work is Orville 
C. Anderson, former adman and 
publisher, who has held a top 
IIEE post for several years. As 
chief of evaluation, IIEE has 
brought in Ben Gedalecia, radio 
and TV program research chief 
for ABC for the past five years. 


e For the very reason that it has 
no sales curve or balance sheet, 
research and evaluation must be 
major programs in international 
information operations, Mr. Bar- 
rett recently told Congress. 

Each country is a problem by it- 
self. Its history, its traditions, its 
communications system must all 
be examined before an informa- 
tion program can be launched. 

For many of the countries in 
the headlines, ITIEE was devoid of 
|the most elementary “market 
data.” How many people? What 
media reach them? What argu- 
ments will impress them? What is 
the literacy rate? What special 
pitfalls must be avoided? 

Working with other government 
agencies, researchers compiled 
“country papers” providing every 
available scrap of “market data” 
for about 80 different countries. 
When policy making officials de- 
|termine that one of these nations 
is a critical target area, these 
highly classified documents are in- 
valuable in selecting thé media 
and approaches which are to be 
used. 


e For Iron Curtain countries ra- 
dio is inevitably the chief medium. 
For each of these countries, there 
must be estimates of the number 
of receiving sets; the frequencies 
they will receive; the dialects 
and languages their owners under- 
stand. 

Outside the Iron Curtain, other 
media are available. Where liter- 
acy is high, the local press will 
often print news which IIEE pro- 


‘‘lt gets you 
talked about’? | 


Sentinel LP-Tv 


LEADERS IN MANY FIELDS 
TURNING TO THIS NEW ADVERTISING DEVICE 


page A a tobacco has tradition- 
he sign of good-will. Now 
YOURS NAME CIGAR ES brings this 
time-honored ritual to modern business 
in modern dress and form 
The name of the advertiser is imprinted 
on each cigarette—as well as on the front 
and back of the package. Slogans, trade- 
marks, names, or selling messages can be 
printed in one color or more. Front and 
Caok can carry different copy—and the 


SOME USES: 

For Conventions, Banquets, Sales Meet- 
ings 
* As gifts to customers or jobbers with 

their own names imprinted. 
© As co-op advertising with jobber or 
dealer name on one side—manvfacturer 's 
name or sales message on other 
As calling cards for salesmen—the pros 
pect sees the message twenty times— 
and shows it to others forty 
To mork an anniversary—col! attention 
to a sole, special ‘‘week'’, or ‘‘speciol 
event." 


cost is only a fraction of a cent more than 
you would pay for any standard cigarette 
The tobacco is superlative. Manufacture 
is by the same company that makes the 
rivate blends for such hotels as the 
jaldorf-Astoria, Blackstone, Ritz Carlton 
and for hundreds of exclusive private 
clubs. Most smokers—trying to identify 
the blend—mistake it for their own fa- 
vorite. Creates more “talk"’ than any 
advertising novelty seen in many years 


SEND YOUR NAME 
FOR COMPLETE FACTS 


We'll be glad to send complete facts, 
prices, order blank and layout sheet for 
printing instructions all without the 
slightest obligation. AND— if you want to 
try the cigarette before ordering ask for 
a sample package. We'll be glad to mail 
it wi our compliments. Inquiries on 
business stationery, please 
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Automatic Burner Corporation—one of 
the first large manufacturers to try it out 
used this medium at a convention and 
their President. Mr 
oer rted— DREW A LOT OF ATTEN- 
TON — CREATED A LOT OF TALK.” 


YOUR NAME CIGARETTES 


125 W. HUBBARD ST. 


DEPT. AA-2 


CHICAGO 10, ILL. 
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AROUND THE WORLD--At left is a group of sea cadets in 
Singapore looking at a U. S. Information Service picture exhibit. 
At right, Bart N. Stephens (leaning over poster), assistant U. S. 


vides by wireless each day; pic- 
tures and features it airmails in 
manuscript and plastic mat form. 
Information centers and libraries 
can operate. And where literacy is 
low, posters and cartoon booklets 
may be in order. Film strips and 
motion pictures are often welcome. 

“Country papers” provide val- 
uable hints about media, and what 
should be said or omitted, but re- 
search does not end there. 


es Recently, it was determined at 
the policy level that the Voice 
should begin broadcasts to the 
Georgian region of Russia in the 
Georgian language. 

Here are some of the questions 
which needed answering: Was an 
announcer available who could 
speak Georgian? Would his voice 
be acceptable? Was his use of the 
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Blanket coverage retail lumber, 


building and coal dealers 
NORTHWEST publication covers 
Minnesota, Wisconsin, North and 


South Dokota. 
1OWA publication covers lowe. 
1013 Feurth Ave. Se., Minneapolis 4, Minn. 


information officer 


to do such work. 


vernacular sufficiently up to date? 
What techniques are familiar to 
the area? Should multiple voices 
be used? What about female 
voices? What kind of music, if 
any? (In broadcasts to Iron Cur- 
tain areas, Voice skips music. No 
sense risking lives needlessly.) 

Later, evaluation problems arise: 
Are the programs any good? Are 
they getting through? Do people 
believe them? Are we reaching the 
right people? Since Hooper does 
not operate in Russian Georgia, 
the answers must be obtained by 
other means: From monitors in 
fringe areas; by secret techniques. 
The answers must remain undis- 
closed. Suffice it to say that the 
39-minute daily broadcast in 
Georgian is to continue. 


e During the next 12 months, 
IIEE proposes to spend $1,300,000 
for program research and evalua- 
tion. Of this $350,000 would be for 
evaluation of the Voice alone. Sub- 
stantial portions of the research 
and evaluation deal with analysis 
of fan mail, and the reports pour- 
ing in from Americans at outposts 
in all parts of the world. Some of 
the most complex jobs are turned 
over to private contractors. 

In the radio field, for example, 
International Public Opinion Re- 
search Inc. (Elmo C. Wilson, pres- 
ident; Elmo Roper and Joshua D. 
Powers, directors) completed pro- 
gram improvement studies in Ger- 
many, Austria, France, Italy and 
Sweden. The Stanton-Lazarsfeld 
| program analyzer was used to in- 


a staff artist of OTE, ao Greek advertising agency commissioned 


|Russian Research Center, Har- 


| Appraisal of language and de- 


in Athens, Greece, discusses ao poster with | 


dicate reaction to individual pro- 
grams. 

This study, incidentally, led State 
Department to question John 
Crosby's report. According te In- 
ternational Public Opinion Re- 
search, Voice programs on the 
French national network reach | 
24% of France's entire adult popu- 
lation. Daily audience, State De- 
partment says, is 1,000,000 on 
| weekdays; 3,000,000 on Sundays. 
| 
|m Another type of research was | 
carried on in Sweden, Norway 
and France by Gallup’s overseas 
| affiliates. Here the problem was 
to measure the audience for Eng- 
|lish language shortwave broad- 
casts. According to Foy Kohler, 
chief of the international broadcast 
division, these broadcasts at- 
| tracted an occasional audience of 
1/15% of the Swedish population 
land 8% of the Norwegian urban | 
| population. The audience was 
| heavy with men of better educa- 
tion, and young people (under 30). 

Other radio research projects: 

A study of Voice references in 

|the Soviet press and radio by the 


vard University. 


livery characteristics of broadcasts | 
to eight nations, by Dr. Herta) 
| Herzog, director, motivation re- |} 
search, McCann-Erickson. | 

Competitive broadcasting in Ger- 
many, by the Committee on Com- | 
munications, University of Chi-| 
cago. 

Content analysis of Voice out- 


Good 


faithfully 


Service eee 


to meet your schedules 


| 
J 


photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE: FRanklin 2-6343 


ILLINOIS 


put, by Research Center for Hu- 
man Relations, New York Univer- 
sity. 


es Similar research is used to re- 
cord the effectiveness of other me- 
dia, such as the motion picture 
program and the exchange per- 
sons program. 

Currently, a task force from 
Young & Rubicam is preparing a 
program for an entire country. 
Contents of the Y&R recommenda- 
tions are highly classified, but of- 
ficials claim it checks closely with 
what IIEE had worked out on its 
own from materials 
within the organization. 

A task 
Erickson has completed recom- 
mendations for a program of ad- 


| vertising as part of the informa- 


tion work within a _ particular 
country. Among the problems to 
be considered: Will advertising be 
acceptable to the readers of pub- 
lications? What kind of advertis- 
ing should be used? 


e The amount of money for re- 
search and evaluation was strong- 
ly defended by Mr. Barnard when 
members of the House appropria- 
tions committee questioned the 
need. From his experience on such 
accounts as Ford and Procter & 
Gamble, he testified that the budg- 
eting for research and evaluation 
was consistent with commercial 
practice. 

But the most interesting en- 
dorsement came from Mr. Kohler 
—a career foreign service official, 
and former charge d’affair in Mos- 
cow. 

“Operating without evaluation,” 
he told the House committee, 
“would be like having an artillery 
battery without the services of 
any observation planes or aiming 
mechanism. 

“It is indeed our fire control. 
Without it we would be shooting 
into the void and not knowing 
whether people are listening to us 
or not.” 


Henry Disston Appoints 
Hopf Marketing Manager 


George E. Hopf, hardware sales 
manager and former advertising 
manager of Henry Disston & Sons, 
Philadelphia, has 
been named man- 
ager of the com- 
pany’s new mar- 
keting division. 

In his new ca- 
pacity, Mr. Hopf 
serves on the dis- 
tribution man- 
agement staff and 
has over-all su- 
pervision of ad- 
vertising, sales 
promotion, mar- 
ket research and 
sales budgets for the saw and tool 
company’s five sales divisions— 
hardware, industrial, chain saws, 
steel and export. 


a’ 


are. 


George E. Hopf 


|Shaw-Barton Ups Baldridge 


Dickson B. Baldridge has been 
promoted from assistant manager 
of the Philadelphia office to Cin- 
cinnati district manager of Shaw- 
Barton Inc., Coshocton, O., manu- 
facturer of calendars and adver- 
tising specialties. 


Kelly Joins Telefex 


Gerard Kelly, formerly with 
Pedlar & Ryan's radio department 
| and last on the sales staff of Sta- 
| tion WHLI, Hempstead, N. Y., has 
joined the Telefex division of 
| Audio & Video Products Corp., 
New York. 


Fashion Membership Rises 


The New York chapter of Home 
Fashions League Inc. has added | 
| 151 new members since January. 
|The league was organized four 
years ago and total membership) 
of the five chapters now stands at 


Towle Joins WCOP Sales | 


Jim Towle, formerly with Sta- | 
tion WTAO, Cambridge, has been 
added to the sales staff of Station 
WCOP, Boston. 
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FROZEN FOOD 
USE SHOWS 
‘WIDE SPREAD 


The extent of family use of 
various types of frozen food in 
St. Paul shows a wide variation. 


Type of St. Pavi 
Frozen Food % Family Use 
Vegetables 46% 
Fruits 42% 
Orange Juice 27% 
Poultry 4™% 


Keeping the St. Paul picture 
‘in mind, it is interesting to 
compare the family penetra- 
tion by these food types in the 
15 markets where comparable 
Consumer Analyses are made. 
Note how the 15 markets are 
numerically distributed by per 
cent of buyers for each type: 


Per Cent Vege- Orange 
of Buyers tables dulce Fruits Poultry 
70—79% 1 =< ok. ae 
60—69%, 2 _ = _— 
so—s9% 6 1 a 
049% 23 2 1 ea 
30—39% 2 3 5 1 
20-29% 1 3 2 4 
10—19% — 6 6 8 
Oh ee ee, oe. el 
TOTAL “15 is we 15 


*Not covered in one market. 

The data given above is 
taken from the 1951 Consoli- 
dated Consumer Analysis and 
points out vividly local market 
variations both among and 
within these frozen food classi- 
fications. 

Because in each classifica- 
tion one market stands above 
the rest it is logical to ask, “‘Is 
this the same market in each 
case?” “No.” Here is the lead- 
ing market for each classifica- 
tion with its per cent of family 
use: 

Frozen Vegetables. Washington, D.C.—78% 
Frozen Orange Juice .Washington, 0.C.—58% 
—42% 
—4% 

Local factors are operating 

in these markets to give each a 
superior demand for a specific 
type of frozen food . . . in other 
words, “Frozen Food Business 
is Local”. 
The Consumer Analysis is a 
brand preference study of the St. 
Paul Market. One hundred and 
fifty major classifications are in- 
cluded, with data on both pri- 
mary demand and brand stand- 
ings. Obtain current data on the 
products in which you are inter- 
ested. Please specify the classi- 
fication(s) and write Consumer 
Analysis, Dept. 11-A, St. Paul 
Dispatch-Pioneer Press, St. Paul 
1, Minnesota — the Northwest's 
Morning, Evening and Sunday 
newspaper with the market tai- 
lored circulation. 


St Pant Dispates 


TAILOR MADE CIRCULATION 
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Who's going to sell the third market? 


There are two markets that salesmen have long 
exploited in their efforts to increase volume: 


1. Present customers 


2. Companies served by competitors 


In fact, the emphasis on traditional ways of 
getting business by sales to present customers or 
by taking business away from competitors may 
make us overlook the fact that a tremendous 
third market is developing right under our noses. 


In the next ten years there will be millions of 
dollars of new business to be done . . . business 
which just didn’t exist before. This is the 
important third market that is not now being 
sold by anyone. 


It is a market that, by 1960, will be composed 
of 18,000,000 new people . . . 5,400,000 new fami- 
lies. To serve these millions, there will be thou- 
sands of new plants come into existence, filled 
with new equipment, chewing up countless tons 
of materials and supplies. And most important 
of all, this new industrial giant will be managed 
largely by men who are not now wedded to any 
supplier—either you or your competitors. 


Who will sell this third market? Which com- 
panies will dominate the expanded economy of 
the next decade? 


The markets of 1960 will belong to the com- 

panies that start planning for them and working 

toward them now. And these companies which 

outstrip competition will have had the benefit of 

a continuing long range advertising program. 
, 


It will be consistent advertising which recognizes 
both immediate problems and the big job ahead. 
It will be advertising treated as a capital invest- 
ment and geared to basic company planning. 


That kind of program year after vear establishes 
a company firmly in its field...and in the 
minds of the men who will be doing the buying 
two, five and ten years from now. 


™ PENTON company 


PENTON BUILDING + CLEVELAND 13, OHIO 
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